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spot ^ for a commercial 




KOB Albuquerque 

WSB Atlanta 

WSR Buffalo 

WSN Chicago 

WFAA . . Dallas-Ft. Worth 

WKMH Detroit 

KPRC Houston 

KARK Little Rock 

WINZ Miami 

WISH Milwaukee 

KSTP.Minneapolis-St. Paul 

WTAR Norfolk 

KFAB Omaha 

WIP Philadelphia 

KPOJ Portland 

WJAR Providence 

WRNL Richmond 

KCRA Sacramento 

WOAI San Antonio 

KFMB San Diego 

KOBY San Francisco 

KMA Shenandoah 

KREM Spokane 

WGTO Tampa-Orlando 

KVOO Tulsa 



[is hobby may be missileSj but he's not missing ijoiir message! 
uch receptivity means only one thing: he'll buy a lot of what you 
3II when you sell him via Spot Radio on these great stations. 
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Edward Retry & Co., Inc 
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Representative 
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SMALL CARS: 
ALL SET FOR 
ROUND TWO ^ 

With Big Three joined 
in battle for small car 
sales, here'a what im- 
ports, indies are doing 
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Now! A 12,000 
tv commercials 
library 



Page 34 




Spot tv's 
fourth quarter— 
13.3% increase 
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needs to up 
its sales 
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DALLAS 



Servng the greater DALLAS-FORT WORTH market 
BROADCAST SERVICES OF THE DALLAS MORNING NEWS 



buy St Louis a fa < 




W S I X 

TV 



NASMV Lit 
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WSIX-TY 

Tops Them All In 
The Nashville Area 

LEADING IN . . . 

7 out of TOP 10 
3 out of TOP 5 

SHOWS* 

•Source — Nielson Stoiion Index 

★ WSlXsELlS 

WITH TOWER HEIGHT 

i 2049 ft. above sea level 
\ ... None taller permitted 
In this area by CAA. 

★ WSlXsELlS WITH POWER 

316,000 powerful watts . . . 
maximum — permitted by FCC, 

★ WSlXsEllS WITH EFFICIENCY 

Maximum coverage and low , 
cost per thousand make WSIX-TV 
your most efficient buy in the 
rich Tennessee, Kentucky, 
Alabama TVA area, 

(X) CHECK THESE 

FACTS: 



(X) TV Homes — 370,700 
(X) Population — 1,965,500 
(X) Effective Buying Income- 

$2,155,868,000 
(X) Retail Sales — 

$1,585,308,000 



* 5o' e 7e'e/i_n Magazine 
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DIGEST OF ARTICLES 

Confusion on wheels: compacts, air media 

3X Now that six U. S. ears are loeked in a .sales battle with foreign eom- 
paets, here's a reeap on Round One and what's ahead relating to air media 

Now! a 12,000 tv commercials library 

34 Want to merehandise a show or eommereial ? Or study eompetitive com- 
mereials without screenings? Here's how agencies, clients are doing it 

What were they doing in '50? 

37 A picture quiz of some men who were in the limelight a decade ago for 
their activity in radio and television. Sec how many you can identify 

Cereal maker goes 100% to spot radio 

38 Cream of Wheat throws its entire ad budget — $1.4 million — into spot 
radio to regain the share of the market it had lost to new competition 

Spot tv's 4th quarter: up 13.3% 

40 Here's a list of the top 100 national and regional spot television ad- 
vertisers in 1959's last quarter, ranked in order of their expenditures 

Two views of radio's sales needs 

4X -Art McCoy, John Blair & Co., and Harold Fair. Bozell & Jacobs, agree 
radio is hard to sell. McCoy tells why; Fair, how to overcome problems 

Talking-mug plugs hike beer sales 

44 Brewer captures the fancy — and patronage — of viewers in New York 
State, parts of Pennsylvania, with talking beer mugs in tv film spots 
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Interview: vS^tej^^ToWyL/ 



Strietmann Biscuit Company Advertising Manager tells why he selects 
WLW-TV and WLW Radio for Zesta Crackers 






"So this perfect coverage-distribu- 
tion combination assures 8 times 
the lasting freshness for adver- 
tisers' commercial messages!" 



The dynamic WLW group ^ ^ Call your WLW Stations' Representative . . . you'll be glad you did' 








Crosley Broadcasting Corporation, a division of AvOO 




hO.ASOK • 26 MARCH 1960 



Everybody's 
watching . . . 



©V WALB-TV 




the only primary 
NBC outlet 
between Atlanta 
and the Gulf! 

• WALB-TV is the only home- 
town station serving Albany, 
South Georgia's only metro- 
politan market. 

• Grade "B" area also in- 
cludes Thomasville, Val- 
dosta, Moultrie, Ga., and 
Tallahassee, Fla. 

• Over 750,000 people with 
$739 million spendoble in- 
come! 

• 316,000 watts . . . 1,000 
foot tower! 



WALB-TV 



ALBANY, GA. 
CHANNEL 10 




Represented nationally by 
Venard, Rintoul & McConnell, Inc. 

In the South by )ames S. Ayers Co. 



NEWSMAKER 
of the week 

Advertis'nig people tlirougliout tlie U. S. speculated last 
iceek on a Detroit-New York event: Chrysler Corp. reshuffled 
its complex Dodge car utul truck division, and Plymoutli-De- 
Soto-Valiant division accounts, so that two agencies — BBDO 
and W. Ayer, respectively — service all products in each 
line. The move portends a full-scale fall advertising assault. 

The newsmaker: M. C. Patterson, corporate vice presi- 
dent of Chrysler Corp. and general manager of the Dodge car and 
truck division. He is reported to have had the major voice in the 
selection of BBDO for a concentrated advertising program on behalf 
of Dodge cars and trucks, the compact Dart introduced last fall — 
and slated to get the biggest ad push in the line next season — and 
still another midget on the boards, 
tentatively named the Lancer. 
Cars, billing some $17 million, and 
trucks, another $4 million, are 
leaving Grant Adv. and Ross Roy 
at new-model time (October). 
BBDO previously handled DeSoto 
and Valiant. Client satisfaction 
with BBDO work is understood to 
be the prime reason for the agen- 
cy switch, along with the compel- 
ling necessity for Chr)'sler adver- 
tising and marketing to make „ ^ „ 

° . , . . ° . M. C. Patterson 

sweeping and imaginative moves 

shown by competitors. Chrysler is the only one of five U. S. makers 
to show a loss last year (about $5 million), despite a 22% sales gain. 

Another possible reason for the reassignment: Grant put about 
half of the Dodge budget into the Lawrence Welk Show on ABC TV, 
and Chrysler management is understood to be unhappy about cur- 
rent results despite the program's zooming start. 

Chrysler's ad investments, all told, are estimated at some S75 mil- 
lion. Here's the rundown, in addition to the BBDO lineup above: 
N. W. Ayer, which has been servicing Pl)Tnouth (S25 million) takes 
over DeSoto and Valiant ($8 million). There are 28 dealer organi- 
zations, one (New York) billing $1 million through Cole, Fischer, 
Rogow. The remainder, at Grant, with a combined billing of about 
S3 million, is presumably up for grabs, with some going to BBDO. 

Ross Roy continues with training materials and Plymouth and 
Fargo in Canada (S7 million), and Grant retains Dodge and DeSoto 
in Canada (S3% million) as well as assignments for the Airtemp 
division and Chrysler International. Chrysler division is serviced 
by Young & Rubicain, and Chrysler corporate by Leo Burnett. 

Estimated '59 net tv expenditures were $14.5 million. ^ 
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waichinq '^^^J-TY FRESNO 



i RST TV STATION IN FRESNO 

le November, 1959, Fresno ARB 
r%-ey again proves KMJ-TV is the 
est popular station in Fresno. 

\IJ-TV was a dominant FIRST in 
da\time hours with 125 quarter 
ur WINS Mondays through Sat- 
days . . . about as many as the 
:al of the other tsvo Fresno sta- 
ns combined (Station A 94 . . . 
jition B 32). 



KMJ-TV has by far the highest per- 
centage of women \'iewers in the 
daytime hours. 

KMJ-TV was FIRST in Share of 
.Audience seven nights a week. 
WAGON TRAIN was Fresno's most 
popular show. 

KMJ-TV was FIRST in Share of 
Audience from 9 AM to midnight 
Sunday through Saturday for the 
four weeks sur%'eyed. 



(California) 




KMJ-TV . . . 
first TV staHon in 
the Billion-DolUr 
Valley 

of the Bees 



I THE KATZ AGENCY, NATIONAL REPRESENTATIVE 



( 

hoNSOR 



26 MARCH 1960 



"Now where did 
they say all 

those timebuyers 
are going? 





Hurry! Just a few days left to sign 
P before SPONSOR'S new rates go into 
"ect. Guaranteed Rate Protection for 

- f o' 1S50 at old (1957) rates if you 
t'=T our advertising contract before 

1 Ap 1950. 

Cs I Art Breider, MU 8-2772 



NATURALLY, TO 

SPONSOR'S 
WHEEL-OF-FORTUNE 

AT THE NAB CONVENTION IN CHICAGO! 
Conrad Hilton • Suite 1106 



Here's why. SPONSOR'S Wheel-Of- Fortune can mean valu- 
able prizes for timebuyers who visit SPONSOR'S Suite 1106. 
Each registering timebuyer gets a number . . . and each time 
SPONSOR'S Wheel-Of-Fortune stops at his number, it's a 
"vote" for him! At Convention's end, timebuyers with the 
highest scores win the prizes! 

ATTENTION: STATION MANAGERS AND OTHERS! Here's 
where you come in. Only you are eligible to spin SPONSOR'S 
Wheei-Of-Fortune and help timebuyers win. But there are 
valuable prizes for you, too. 

Remember Suite 1106 for: 

• SPONSOR'S HANDY- USE • < SPONSOR'S WHEEL- 
CONVENTION SPECIAL! OF-FORTUNE PRIZES! 

• SPONSOR'S UNIQUE • SPONSOR'S FRIENDLY 
TOMATO JUICE BAR! STAFF TO SERVE YOU! 

• PRIZES FOR ALL! 





SPONSOR'S DOUBLE ACTION CONVENTION ISSUES 
GIVE YOU TWO ADS FOR THE PRICE OF ONE! 
Here's how Schedule your ad in the Convention Issue 
dated 2 April (15,000 copies) and you get the SPECIAL, 
too, (2,500 copies) ... a separate book, hand-delivered 
to NAB members at their Chicago hotels. 

Double exposure, double impact at only $75 additional 
per page over SPONSOR'S regular rates. This covers 
production and paper costs. Forms close 24 March. 



SPONSOR 

the weekly magazine 
raDio/tv advertisers use 



COMMUNITY INTEREST 
PROGRAMMINe PAYS 

on WRO-TV. Ptovidence 



WPROTV 




The hottest thing in New Englond sports was the basket- 
ball gome between Providence College and Holy Cross 
WPRO-TV's decision to do the remote is justified in the 
Trendex share of audience figure (over a half million 
viewers) 

A/lore importont is the ogency's comment "Greotest busi- 
ness reaction ever " 

Most important is oudience recognition of WPRO-TV's 
responsibility to the cities we serve. 



NEED ANY MORE BE SAID? 




SPONSOR 



Editor and Publlshar 

Norman R. Glenn 

S«cr«ta ry-Tr«amur«r 

Elaine Couper Glenn 

VP— A««l«tant Publlshar 

Bernard Piatt 

EDITORIAL DEPARTMENT 
Ex«cutrv« Editor 

John E. McMlllln 
Nows Editor 

Ben Bodec 

Managing: Editor 

Florence B. HanDsher 
Special Projacts Editor 

Alfred J. Jaffa 

Senior Editors 

Jane Pinlterton 
W. F. Milcsch 

Midwest Editor (Chicago) 

Gwen SnDart 

Film Editor 

Heyward Ehrllch 

Associate Editors 

Jack Lindrup 
Gloria F. Pilot 
Ben Seff 
Lloyd Kaplan 

Contributing Editor 

Joe Csida 

Art Editor 

Maury Kurti 

Production Editor 

Lee St. John 

Readers' Service 

Barbara Wiggins 
Editorial Research 

Elaine Mann 
Helene Etelson 



ADVERTISING DEPARTMENT 
Sales Manager 

Arthur E. Breider 

Eastern Office 

Bernard Piatt 
Willard Dougherty 

Southern Manager 

Herb Martin 
Midwest Manager 

Roy Meachunr) 

Western Manager 

George Dietrich 
Production Manager 

Jane E. Perry 

CIRCULATION DEPARTMENT 

Allen M. Greenberg, Manager 
Bill Oefelein 



ADMINISTRATIVE DEPT. 

S. T. Massimino, Assistant to Publisher 
Laura Olcen, Accounting Manager 
George Boclter; Rita Browning; 
Ann Marie Cooper; Michael Crocco; Wilto 
Rich; Irene Sulzbach; Flora Tomadelli 
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WPRO-TV Providence 1 

Represented by Blair TV 
Capital Cities Broadcasting Corporation A 




TAMPA'ST. PETERSBURG 

— market on the move — 



moves with jet speed! 



Now serving the Tampa- St. Petersburg area are 600- 
mile-an-hour DC-8B Jetliners. This new 2-hr., 10-min. 
service to New York is but part of nearly 100 flights 
daily, offered by nine major airlines, in the fast-growing 
market on the move! 

Reminder: This rich Jet-Age market is dominated by 
WTVT, the station on the move — your most profitable 
buy in the Southeast! 



SHARE OF AUDIENCE 

45. SX... Latest ARB 9:00 A. M. -Midnight 
CHECK THE TOP 50 SHOWS! 



ARB 

WTVT 33 

Station B 12 

Station C O 



NIELSEN 
WTVT 34 

Station B IS 
Station C O 



Station on the move 



^l^^^P^^^P CHANNEL 13 



TAMPA -ST. PETERSBURG 

THE WKY TELEVISION SYSTEM, INC. WKY-TV, WKY-RADIO • Oklahoma City • Represented by the KaU Agency 
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Concentrate in 



JACKSON 
MISS. 



Did you know? 

Over 233,000 
TV Homes 

★ ★ ★ 

A Billion Dollars 
in Retail Sales 

★ ★ ★ 

All in the 
JACKSON 
TV Market 
Area 



V 



by John E. McMillin 



i 



WLBT 

CHANNEL 3 

HOLUNGBERY 




Commercial 
commentary 



Rendezvous at the Conrad Hilton 

Ordinarily I think conventions are a great 
big bore and conventions in Chicago about as 
grue^onle as they come. It has been years since 
my youthful passions could be inflamed by a 
\isit to the Chez Paree. the Pump Room or the 
606 Club. And I ha\e sat through enough dron- 
ing convention speeches in the Palmer House, 
the Drake and the Blackstone, to last any man 
a full, misspent lifetime. 

However. I have a hunch that the upcoming annual meeting of 
the XAB will be about as crucial a get-togetiier as any industry 
group has ever held. And I am planning to haunt the drafty cor- 
ridors and smoke-filled suites of the Conrad Hilton when the conven- 
tion gets under n ay next veekend. 

Not that anything very dramatic is likely to happen in Chicago. 

Big meetings seldom produce big bombs. The tedium of business 
oratory increases geometrically with the size of an audience. And 
ierK sparks vill fly far enough across Michigan Avenue to reach the 
Illinois Central tracks, let alone the Lake itself. 

But tv and radio broadcasters, coming together for their first con- 
\ention of the 1960's, will be facing times more turbulent and chal- 
lenges more serious than any the industry has known. 

And I am anxious to find out, from talking and listening to NAB 
members, what we can expect from them in the decade ahead. 

The legacy of the 1950's 

For most of us in the business, the roaring, confident, dynamic 
1950's built to a triumphant crescendo, and then suddenh' collapsed 
amid clashing chords and strident dissonances. 

An era was ending last fall wben Charles Van Doren took the 
stand before the Harris Committee. 

An old order was passing when, in December, the FCC frantically 
began calling everyone and his baby brother to testify about tv. 

And a whole decade of breathless, bewildering electronic expan- 
sion was grinding toward a screeching close amid the technically 
augmented yelps and howls of tv's blasphemers and critics. 

In a sense, perhaps, the real end came just a few weeks ago. 

The removal or resignation of FCC Cbairnian Doerfer. and tlie 
tragic death of XAB president Hal Fellows rang down a final sym- 
bolic curtain on tv-as-it-used-to-be, and never will be again. 

Superficially, at least, the 1950's provided a pyrotechnic display 
of tv's power and influence. Sets in use soared from four million in 
1949 to 53 million in 1959. Advertising revenues, a measly S68 mil- 
lion in 1949, skyrocketed to over SIV2 billion 10 years later. View- 
ing hours hit the astronomical high of more than five hours per 
bome per day. Yet I think that few of us, watching with mouths 
[Please turn to page 14') 
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WJTV 

CHANNEL 12 

KATZ 





"I HOPE WAGA-TV's EXAMPLE WILL BE WIDELY EMULATED" 

■ Herman E. Talmadgk, U. S. Soiator 

Thirty minutes of prime evening time belongs to the people of Georgia as WAGA-TV presents its pub- 
lic affairs program, "Reporter's Notebook." A panel of distinguished local and state newsmen interview 
the newsmakers. Georgia's Senator Talmadge says : "WAGA-TV is making a significant contribution 

toward keeping the public informed. There can be no more effective way in 
which television can fulfill its responsibilities to the public!" ■ Seven addi- 
tional half-hour public service programs are originated by WAGA-TV each 
week, several of which are produced with the cooperation of area colleges and 
universities as part of adult education courses. ■ A basic programming objec- 
tive of WAGA-TV is: "... to promote community betterment . . . the develop- 
ment of an active, informed citizenry ... to cooperate with the recognized govern- 
mental, civic, charitable, religious, educational and other agencies 
dedicated to these ends." 




you know where you're going ivith 



WAGA-TV 

Atlanta /a STORER station 



iMcCANN MARSCHALK — P. 0. 5822 Job No. 60-46017 




GOING UP! 



1960 will he the hottest na- 
tional spot \ear in history. 
And we mean both tv and 
radio ! ^'our campaign in 
SPONSOR— the book tar- 
geted at spot buyers — will 
make your rep mighty 
happy. 




^ 

\> 
\> 

^ 
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-^-3 ^ «KS ^ 3t<5 

Hurry! Call Art Breicler 
Ml rray Hill 8-2772, NYC 

SPONSOR 

^HE WEEKLY MAGAZINE 
■'^^ i/TV ADVERTISERS USE 

*th Street. New York 17 



Just a 

few days left 

to sign up before 

SPONSOR'S 

new rates 
go into effect. 

GUARANTEED 

RATE PROTECTION 

for all of 1960 at 
old (1957) rates 
if you enter your 
advertising contract 
before 1 April ! 




Commercial commentary (continued) 



agape this unbelievable tv explosion, ever noticed the mushroom 
cloud of problems and troubles that was forming above our heads. 

Most of us were so delighted with the flash and the crash that we 
forgot about the fall-out. And this, I suspect, is the legacy which 
the '50's have bequeathed to us. 

We're facing, as Dick Salant of CBS told an RTES luncheon a 
couple of weeks ago, a "bloody time." And what will interest me 
in Chicago will be the way in which broadcasters assess this "bloody 
time" and plan for it. Can they brush aside superficial worries 
and immediate headaches, and get to the core of the problem? 

Leaders or merely eoinmuiiicators? 

On the surface, I suppose, the issues facing the industry seem to 
be such matters as restrictive legislation, government interference in 
programing, pay tv, option time, revocation or suspension of licenses. 

But I submit that tv's real problem is none of these. The real 
problem is where and how can the industry develop leaders capable 
of handling tv's incredible power? 

And the real dilemma facing the industry is whether it has the 
guts and manpower to assume a position of leadership in American 
life and thought — or whether it wiW revert to a neuter, spineless 
medium of ''communications" for other peoples' thoughts, ideas 
and commercial messages. 

I think Frank Stanton and others have been entirely right in insist- 
ing on the principle of free competitive tv, and comparing this to the 
principles of free speech and a free press. 

But I don't think we ought to kid ourselves about the realities. 

Freedom of speech is an empty phrase unless there are free, out- 
spoken men to give it life and substance. Freedom of the press is a 
meaningless legal technicality, unless there are courageous editors 
and publishers who vigorously exercise this right. 

And I doubt if freedom of t\' can exist, even as a principle, unless 
the industry can demonstrate that it has leaders who can use this 
freedom with more courage and more imagination on more fronts, 
than we have seen so far. 

The problem is an extraordinarily difficult one. 

Real tv leadership requires far more complex abilities, far more 
scope, experience, breadth of interest and training than are needed 
in most industries. And many tv men, for many reasons, shrink 
from the idea of such leadership. 

If you have been trained to look at tv as merely another business, 
dedicated to dollars and profits, )'ou will resent the idea of greater 
than business responsibilities. 

If \'ou have been brought up to believe in ratings and in "letting 
the people choose" what } ou show them, you will hate and despise 
the obligation to exercise personal standards and judgments. 

But unless the industry can develop men. a good many men, who 
will face up to these challenges, then the '60's look bleak indeed. 

The NAB members who rendezvous next week at the Conrad 
Hilton will bring with them the knowledge that their medium, in the 
past 10 years, has proven as awesomely powerful as any atomic 
or hydrogen bomb. 

What they ^^■ill have to discover is who among them can best 
handle tv's nuclear power and where their new leaders are coming 
from. See vou in Chicago! ^ 



Spin fMi »&N$OR WHEEL-OF-FORTUNE 

It tht NAB CONVENTION 
UU* UM • vat HIKm Hotel • Chluio 
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KFDIVI-TV 
DELIVERS 20.3% 



MOR 





MARKET 



BEAUMONT - PORT ARTHUR - ORANGE 



TOP 10 SHOWS 



Show 

1. Gunsmoke 

2. Desilu Playhouse 
3. Hotel De Paree 
4. Red Skelton 
5. Wyatt Earp 




Station 

KFDM-TV 

KFDM-TV 
KFDM-TV ^ 
KFDM-TV ^ 
KFDM-TV y 

/ 



Show 

6. I've Got a Secret 



Station 

KFDM-TV 



7. Wanted Dead or Alive KFDM-TV 
8. Rawhide KFDM-TV 
9. The Millionaire KFDM-TV 



10. Perry Mason 



KFDM-TV 



*ARB Nov., 1959. Average Homes Per Quarter Hour, 
9 a.m. to midnight 
*NSI Nov., '59, Station Total Homes 



J Buy the 



. Hot Spot 
Station in 




KFDIVI-TV 

CHANNEL 6 

Beaumont 'Port Arthur •Orange 
D. A. Cannan, President 

. C. B. Locke, Executive Vice President & 

p3 rUp^f General Manager 

t Mott Johnson, Sales & Operations Manager 

^^^^^;^J^ See Peters Griffm Woodward. Inc. 
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THE UNTOUCHABLES 



WYATT EARP 




$2.88 

This is the cost of doing business 
with a thousand homes on ABC-TV. 

It's the lowest cost per thousand going 
this happy mathematical relationship 
between ABC's current rate and ABC 
nightly position of first or second in 
share of audience. Since, however, cos 
alone is no true index of advertising 
effectiveness, the thoughtful buyer 
will ask what kind of homes his $2.8 
buys. Well, it buys 1,000 largely young 
homes. Homes, that is, with growing, 
consuming families. 

This, of course, is not happenstance- 
but rather the deliberate, direct result 
of natural selection, springing from 
ABC's devotion to precisely the kind o: 
programming most enthusiastically 
received in these younger homes. 

For (impressive) example, we cite 
The Untouchables, realistic drama witl 
documentary importance girding its 
excitement, the offbeat blend of laught 
and action in a Maverick, the adult zip 
of a 77 Sunset Strip, the fresh domesti 
comedy switches of a Leave It to 
Beaver or a Real McCoys. 

Further strengthening the 1960-'61 
schedule will be such new and coming 
attractions as the significant 26-episode 
adaptation of the Churchill Memoirs . . . 
outstanding series like The Corrupters, 
Stagecoach West, Surfside Six, The 
Roaring Twenties, Asphalt Jungle.Nake 
City, The Flagstones . . . specials like th 
1960 National Elections. . ."Women in 
Politics" and Jeff Chandler as "David' 
in two stirring Biblical dramas. 

$2.88 reaches a long way indeed— 
in the most responsive direction-on 
ABC Television.! 



WATCH ABC-TV IN '60 

(more people mil) 





The iiart of our twelfth year 



provides another opportunity to 
re-emphasize our firm resolve to program 
WGAL-.TV in such diversity and depth 
as to best meet the widely divergent 

needs and desires of the many 
communities v/e are privileged to serve. To 
this end v/e pledge the conscientious use 



of our Channel 8 facilities. 




WGAL-TV 

Lancaster, Pa. 
NBC and CBS 



STE1|[MAN STATION 
Clair McCollough, Pres. 




Represent i:. The MEEKER Company, Inc. New York . Chicago . Los Angeles 



San Francisco 
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Most significant tv and radio 

news of the week with interpretation 

in depth for busy readers 



SPONSOR-SCOPE 
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Copyright I960 
SPONSOR 
PUILICATIONS INC. 



That trek of manpower which Burnett started to New York the past week may 
have some disturbing implications for Chicago reps. 

One of the key transfers to New York is Ken Eddy, an associate media group head, 
who as head of the newly founded media setup in New York will be responsible for 
buying for all accounts. His function: (1) contact the networks for time; (2) obtain 
spot availabilities directly from the reps in New York. 

Apparently, Burnett's media powers-that-be feel that their clients would be served more 
efficiently in spot if availabilities were garnered in New York as well as Chicago. 
The inference: the agency may come out better via the New York rep offices. 

Other key shifts to New York: Bill Mclllwain, v.p. in charge of tv (not so long ago 
moved the other way) ; Dick Zimbert, office business manager. 

On Michigan Avenue there's a suspicion that Burnett's entire media buying will ul- 
timately move to New York, thereby (a) strengthening its media service with its eastern 
accounts and (b) better positioning itself for going after new business. 



Spot radio appears to be in for an exceptionally rich harvest from the oil re- 
finers this spring and summer. 

Among those active out of New York just the past week: Texaco, Cities Service, 
Quaker, Sunoco, and Esso — and most of them were buying hefty lists. 

Cities Service is doing it in spurts and the budget set up by Esso will run around 
SI. 2 million for the year — ^or about what it was spending for news in radio. 

Esso is also spending $100,000 in behalf of Flit for major markets during June, 
July and August. This will be in conjunction with daytime network tv. 

For some stations, reps report, all this oil activity is an embarrassment of riches; 
they're finding it difficult to fit schedules into requested periods. 

Whitehall (Bates), an early shopper per usual, has renewed for Bachelor Father, 
Lawman and Have Gun. 

It's also bought participation in Stage Coast West (ABC TV). 



You can count on the technique of selling and using network daytime to take 
greater strides in the direction of spot the coming season. 

An illuminating tipoff: the big multi-product advertisers are putting the accent 
more on unduplicated reach than on efficiency when it comes to their daytime invest- 
ments. 

In other words, they're more interested in scattering their minutes of commercial, 
plus crossplugs, over as many hours of the daytime and days of the week than clus- 
tering them into a selected number of programs. 

One thing that now appears certain is this: NBC TV is not going to let the scatter 
plan remain an exclusive daytime design of ABC TV. 

You can also expect to see NBC TV cut a much bigger swathe with nighttime spot 
carriers. It's already scheduled six hours of such as against ABC's 13 hours of spot 
carriers for the fall and there's no anticipating how far this device wiU be extended at NBC 
if it should find itself loaded with unsold time come early August. 
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SPONSOR-SCOPE continue 



Sliiiltoii (Wesley) lias attached ii barter angle to tlie hour documentary, Race 
for Space, vliicli it's set for local clearance 24 Aprd. 

Stations telecasting the program on that date are granted a gratis rerun, provided the 
Shulton line is given free spots. 

The advertiser, which deah with stations over the heads of reps, posed another twist 
tliat didn't set so well with some stations: Shulton identification in each of the heavy 
hatch of promos which was made part and parcel of the deal. 

Noted demurring stations: traditionally, the sponsor's name is not included in a 
promo unless it's integral to the program, like the Kraft Theatre, etc. 



Food hiisiness easily dominated the past week's spot tv activity out of New York. 

The accounts: Lever's Light Spry, daytime minutes (K&E) ; Swansdown's eclair 
mix (Y&R) ; Minute 3Iaid's High C (DFS) ; and Hellmann's Mayonnaise (DPS). Hell- 
manu's also buying radio spots. 

Tv action out of Chicago: Maytag Co. and Campfire Marshniallow (both Burnett) 
and Midas bluffier (Edward H. Weiss). Radio: Sara Lee (C&W) and Kraft Miracle 
Whip (JWT). ^ 

XS'^atcli for P&G to start market testing its o>m candidate for the clothes bleach 



familv. 



It'll be a solid wafer that can be tossed into the washing machine 



Both the dentifrices and toilet soaps have taken somewhat of a shaking up in 
shares of the market the past year. 
Tlie ratios, according to latest count: 

DEiVTIFRICES: Colgate,, 34%; Gleem, 22%; Crest, 13%; Pepsodent, 12%; Stripe, 
8%; Ipana, 7%; others, 4%. 

TOILET SOAPS: Ivory, 17%; Lux, 11%; Camay, 10%; Dial, 9%; Zest, 8%: Life- 
buoy, 7%; Pahnolive, 6%: Dove, 5%; Praise, 4%; others, 23%. 

Both leaders in packaged synthetics are taking a walloping from the spitlietic 
liquids. Tide is down to 22% and Cheer to 10% of the entire market, while the Lu\, 
Ivory and Joy liquids and the all-purpose category keep clipping off more and more of 
the market. 

Bunched together are these liquids: Lux, 3.9%: Ivory, 3.7%; Joy, 3.6%. 

CBS TV affiliates needn't be surprised if the network shortly makes another 
gesture toward providing them with minutes for sale to spot advertisers. 

The plan under contemplation, as reported by a CBS affiliates board member: letting 
the stations sell participations in unsold spots between 12 noon and 1:30 p.m., 
with each recaptiirable on two weeks' notice. 

The stations, of course, will have to make sure they've no product conflicts. 

That request last week from Sclienley's Cresta Blanca to radio stations for their 
local ratecards is explained by the company as merely a gesture to help the dig- 
trihutors by finding how mncli any sizable campaign in radio would cost them. 

According to the ad manager on Cresta Blanca, Bernard Goldberg, the jobbers would 
"put up all the money." Doyle-Dane-Bernbach recently got the account. 

^Liny of the contacted stations relayed the wire to their reps. 

Oldsmobile (D. P. Brother) may do a lot nmre buying of spot tv schedules in 
its problem markets for the spring. 

So far it's been spending pretty heavily on that premise in Portland, Seattle and Phila- 
delphia —each on a two-niontlis schedule. 
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The tv networks are headed for record March billings, despite the fact that col- 
lectively they have 12 less sponsored daytime hours a week than the year before. 

The counterbalancing factor: 15 more sponsored nighttime hours a week. 

What's been happening since last fall is this: some of the topbrackct advertisers 
have been transferring much of their daytime investments into nighttime. 

Anticipated plus margin for this March: at least 10%. 



Just in retrospect, tv network daytime billings last year ran 30% of all network billings. 
The gross figures by network for daytime were: 

NETWORK 1959 1958 PLUS MARGIN 

ABC TV $29,005,000 $21,827,000 33% 

CBS TV 92,566,000 85,758,000 8% 

NBC TV 81,532,000 64,905,000 27% 

Total $203,103,000 $172,491,000 18% 

A frequent lament heard these days from agencies regarding the tv networks' 
new discount structure: 

The chances of an advertiser who can afford two alternate half-hours in upper prime 
time over 39 weeks to get a volume discount are nil unless he spots both on a single 
network. 

If the half-hours are spread between two networks he has to lock himself for a year 
to earn any discount at all and that would be the 17% allowed for the summer. 

Madison Avenue admen were still talking across luncheon tables this week 
about ABC TV's bid to topple NBC TV for its lofty sports position. 

As the Avenue appraises ABC's snatching away of the NCAA football games by a $6- 
million-plus bid: 

• ABC not only can now refer to itself as a rounded network but it's starting to 
stockpile a commodity (sports) that has a much specialized class of sponsorship. 

• Relations with ABC afhliates are further strengthened and the sports challenge to 
NBC, if it makes real headway, cculd eventuate in some key alienations from the NBC 
affiliate roster — that is, in regions where viewers are exceptionally sports conscious. 

Prudential (Reach McClinton) wUl continue with the 20th Century series on 
CBS TV for the 1960-61 season, even though it's been mulling Jackie Gleason specials. 
Monsanto will decide 5 April on its continuing alliance with Conquest. 
As for the network's summer Olympics, prospects are waiting for the network to decide 
on the pricing. It can run anywhere between $700-800,000 per quarter. 

P&G has done its own new show buying early — two of them — but as yet it 
hasn't got network places to put them. 

The pair: the Law and Mr. John and the Peter Lind Hayes series. 

Unless it gets a buyer for a half or third soon, NBC TV will start offering coverage 
of the July nominating conventions in small participation units. 
ABC TV likewise failed to flush out any takers. 

Reason for the apathy among advertisers: half of the twin events — the Republican's 
— looks as though it will be even more cut and dried than it was four years ago. 
Total cost of the package, including election results: $5.6 million. 
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Credit the current issue of Reader's Digest with the grossest attack yet on tv 

The article, done by a staffman: Must tv bring the bathroom into the living room? 

Most of the cracks made in the trade about the magazine piece were of a nature that you 
wouldn't want to repeat before your Aunt Martha. 

As one adman noted, the Reader's Digest might do well to ponder this: the mud yoi 
fling at the image of a competitive medium can splatter back on your own. 



It looks doubtful whether the Humble Oil consolidation (which includes Esso, 
Carter, Oklahoma and Pate) will be able to put its advertising on a national basis 
by this fall. 

The merger represents distribution in 38 states but before Humble can go nationwide 
it's got to settle on product names, ad policies and whatnot. 

Humble (McCann-Erickson) in assets and coverage now stacks up not far behind 
Texaco. 



A move that may have broad implications for farm radio: AlHs-Chalraers has 
dropped out of NBC's Farm and Home Hour after a 14-year run. 

Explained Allis-Chalmers' agency, Bert S. Gittens, Milwaukee: we felt a need to re- 
evaluate our broadcast media requirements. 

Agency also said it ^viW use the rest of the year to develop long-range media plans "to 
suit the changing needs of the farm advertiser." 

The trade got its first conception of the income dimensions of MCA, Inc., as 
the result of a report made to stockholders the past week. 

The company earned (net) S5, 186,066 in 1959 — about 20% over 1958 earnings. 

Comparative breakdo-vvn of income sources: 



SOURCE 
Tv fihn and studio rentals 
Talent commissions 
Dividends from foreign subsids 
Other income 
Total 



1959 
$48,136,378 
8,792,414 
8,120 
849,704 
$57,786,616 



1958 
$38,656,767 
8,816,711 
243,804 
712,467 
§48,429,749 



TvB is toying ^vilh the idea of doing a kidding expose of the uses being made 
by magazines of PoHtz material in comparing ad page exposure and costs-per-1,000. 
In carrying comparisons to the ultimate, TvB "vvill set up claims such as these: 

• Tv viewers are exposed to 39 trillion picture frames a week. 

• The average minute commercial receives 1,440 picture frame exposures. 

• The cost-per-1,000 per frame exposure comes to $.00113. 



Another example of how tv rales with the Ford Co. as a medium: it's set up a 
separate department to coordinate tv activities in advertising and sales promotion. 

Named manager of the department: Hugh C. Ralston, who did ad and public relation* 
wnrk for the company in Europe. 

General Motors has had a tv coordinator — Gale Smith — for over a year. ^ 

Because it's only good at the start for 15 months, don't be surprised if the spot 
vacated by John Doerfer goes to a member of the FCC staff. 

This would defer the general idea to find somebody who will look good and sound like I 
crusader for the public good, but ■will act more conservatively than he talks. 1 1 

For other news coverage in this issue, see Newsmaker of the Week, page 6i 
Spot Buys, page 60; News and Idea Wrap-Up, page 64; Washington Week, page 55; SPONS^ 
Hears, page 58; Tv and Radio Newsmakers, page 74; and Film-Scope, page 56. 
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And look at these other facts about WBZ-TV! 

■ Most national advertisers of any Boston TV 
station — 193 compared to 148 for the second- 
place station. ■ Most newscasts of any Boston 
TV station. ■ Public service programming — 
234 hours and 12,667 spot announcements con- 
tributed last year to 203 charitable projects. 

■ Most local air personalities — more than any 
other Boston TV station. ■ Most awards of 
all Boston TV stations. *arb 

That's ivluj, in Boston, no TV spot 
campaign is complete without the WBC 

station, ^jgjg.ljiy 
BOSTON 

Represented by Television Advertising Representatives, Inc. 
I^VS\((CJWestinghouse Broadcasting Company, Inc.* I OF COOol; 




GO FLY A KITE... 

is one-way you may use 
air-waves to carry your 
sales message, but. 
Miss March says, "You get 
Oklahoma's greafesf coverage 
vio the air-weaves of . . . 

THE STATION WITH 
AN IMAGINATION . . . 



KOCO-TV 

OKLAHOMA CITY 
CHARLIE KEYS. GEN. MGR. 

BLWR TELEVISION ASSOQATES. 



Reps at work 



Charles W. Abbott, Jr., The Katz Agency, New York, considers 
tv's best buys today daytime l.D.'s and spots in, and adjacent to, 
network or locally-originated special telecasts. "It's only recently 
that national advertisers have started to buy daytime l.D.'s to any 
extent, and there are still many agencies which prohibit buyers from 
using them because the client or _ 
copy department isn't aware of 
their impact. l.D.'s give ample 
time to register with viewers the 
product's most saleable feature, to- 
gether with trademark identifica- 
tion, when properly used. It was 
established during the war that 
our military recognition men could 
recognize enemv or friendiv planes 
at better than one-twentieth of a 
second." Charles also points out 
that spots in. and adjacencies to. 
network or locally-originated special telecasts, such as state fairs, 
mardi gras, etc., frequently offer tremendously large audiences dur- 
ing daytime hours, at da\ time rates. "Often the buyer can't move 
in fast to get these spots because of budget, but this could be over- 
come if agencies would set aside emergency funds for special?. 




Norman F. Flynn, Broadcast Time Sales, New York, finds that more 
and more advertisers and agencies are turning to the "creative bu\s 
in radio. "They're beaming commercials with believability to pros- 
pects — not just people. This is made possible by selecting station; 
and availabilities more carefully. It's a trend away from buying a 

powerhouse exclusively. These sta- 
tions did a job. However, the same 
budget is now used to buy more 
spots, strategically placed on more 
stations to pinpoint the audience. 
The payoff is greater sales, and 
distributors and retailers react 
more favorably because commer- 
cials have reached listeners with 
buying power." Norman feelf thai 
so-called prime time is any time an 
advertiser reaches his target. To 
sell against long-established com- 
petition, the advertiser can rely on "frequency of well-placed mev 
sages. broader coverage and enough flexibility to reach his audience 
during many parts of the day. The smart advertiser today shies ava} 
from the shotgun approach, where waste circulation negates lif 
most carefully planned campaign, and thinks in qualitative ternir. 
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KILT 

HOUSTON, TEXAS 

WINS NATIONAL 
RAY-O-VAC 
BEST SELL AWARD 

In announcing KILT as the national winner, 
Arthur B. Karstaedt, Ray-O-Vac customer 
relations manager, said: 

"The fact that Station KILT won top 
place is a tangible indication of the hard 
work, ingenuity and excellent co-operation 
that the station gave in making the 
Ray-O-Vac spot radio campaign so 
successful in the Houston area." 




Left to right — VVally Mahan, Houston 
Volkswagen Dealer; S. J. Evans, Houston 
Ray-O-Vac Representative; Bill Weaver, General 
Manager KILT; A. M. Anderson, Merchandising 
Manager Ray-O-Vac, shown with KILT 
Volkswagen first prize. 



cLendon StntJ 



KLIF WAKV KABL KTSA 



WAKt KlIF, KTSA and Kttl Fepreientfd Natianally 8y John Blair J, 
KABL; Repreicnted Naf'cnally by Daren F. McGovrcn Co., Ir 
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A puzzlement! 

Radio Advertising Bureau execu- 
tives read the Sponsor-Scope item on 
N. C. Rorabaugh with a high degree 
of puzzlement (page 12, March 5). 
Perhaps the record ought to show the 
following: 

I 1. We've never heard anything 
about this project. 

2. We've never talked to anybody 
about this project. 

3. We can't quite understand why 
anybody would talk to the Station 
Representatives Association about a 
plan for Radio Advertising Bureau to 
finance a project. 

4. If anybody asks our opinion, 
offhand we'd say we aren't very in- 
terested in the idea. 

5. The S25,000 mentioned as the 
cost of the project is more money 
than all the station representatives 
combined pay into RAB. 

We'd appreciate "equal time" to 
have the above made known. 
Miles David 
I v.p. 

' Radio Advertising Bureau 

N.Y.C. 

Passing the buck 

When it came time to announce 
an increase in rates on WAVI recent- 
ly, our enterprising sales manager 
hit upon a novel, positive approach 
to inform the agencies. 

Guy Wadsworth, who is also assis- 
tant general manager, sent a terse 
note to key local agency people, 
which opened with this statement: 
"Just to show you that we don't 
mind passing the buck, here's one 
for you!" 

A crisp one-dollar bill was en- 
j closed. The dollar bill represented the 
increase on a one-minute spot. 

"This extra dollar, when spent on 
your client's behalf," continued 
Wadsworth 's note, "will give him an 
even lower cost-per-1,000 adults than 
our old card, when it came out just 
one year ago." 



The rate increase ranged from 
lO/f to , and the station's audi- 
ence was 126% of that of one year 
ago, according to the announcement. 

Paul Murphy 
promotion 
WAV} 
Dayton 

Tv commercials festival 

First, let me congratulate you on 
organizing your commercials forum. 
It is high time that someone recog- 
nized the importance of the filling 
in the television sandwich. Good 
for you ! 

Please send me information on 
how we can enter the current judging 
or submit material for consideration 
in the classics division. 

Frank Brandt 

v.p. 

Compton Adv. Inc. 
N.Y.C. 

• Brochure and entry forms are available, on 
written request, from Wallace A. Ross, Ameri- 
can Tv Commercials Festival and Forum, c/o 
SPONSOR. 

» » * 

Our West Coast producer — mem- 
bers DELIGHTED WITH INFORMATION 

RE American tv Commercials 
Festival Forum. Enthusiastically 
lend our support as individuals 
and society to much needed event. 
We are urging all our members to 
cooperate in making it a success. 
Towards this end we will coordi- 
nate FILM ENTRIES FROM PRODUCER- 
MEMBERS THROUGH THIS OFFICE. In 
ADDITION ARE LOOKING FORWARD TO 
SPONSORING COCKTAILS SESSION OF 
SOME SORT. To MINIMIZE DATE CON- 
FLICTS WE WOULD LIKE TO COORDI- 
NATE OUR ACTIVITIES IN THIS RESPECT 
WITH FESTIVAL SESSIONS. AlSO REST 
ASSURED WE WILL PARTIC^IPATE WHAT- 
EVER EXTENT DESIRED IN OFFICIAL 

FUNCTIONS. Congratulations and 

SUCCESS. 

Ray Patin &• Jack Denove 

co-cJiairmen 

Society of West Coast 

Commercial Producers 
II ollyivood 
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Leif Ericson £,1 made things happen in Norway . . . and 




WPEN 

HNUIU 

...AKES 

THir!' , 

IN 

PHIUutt. 

WPEN personalities originate remote 
broadcasts as part of a 'PENtacular cam- 
paign available to all advertisers. Said 
Charles Ebner, Sales Promotion Depart- 
ment, Food Fair Stores, concerning a recent 
remote of WPEN'S Bud Brees: "Increase 
in store traffic" . . . "success" . . . "definite 
appeal". In Sales . . . And In Exciting Listen- 
ing . . . WPEN Makes Things Happen In 
Philadelphia. 



WPEN 



Represented nationally by GILL-PERNA 

New York. Chicago, Los Angeles, San Francisco, Boston. Detroit 

CONSOLIDATED SUN RAY STATIONS 
WPEN, Philadelphia . . . WSAI, Cincinnati . . . WALT, Tampa 




Aardvark, meet in secret conference with Advertising Agency 
Executive Zeno, and his client, Mr. Zeta, to arrange details 
for co-sponsorship of a television program. The conference 

is held at Alpha's isolated island retreat; all arrive in Alpha's ( 
seaplane. 

When it's time to leave, the plane won't start. All will have 
to get back to the mainland in Alpha's boat, which can 
carry only two persons at a time. Alpha won't leave Aardvark 
alone in Zeno's company: Zeno won't trust Alpha alone 
with Zeta. 

How do they all get back? 

No fair getting outside help. Or swimming. Or fixing the 
seaplane. Or merging the agencies. Or forming the Aardvark- 
Zeta Company. Get 'em out by boat. 

(Sure, we'll send you the solution, along with the tv solution to 
your marketing problems in Washington, D. C. Or ask the H-R 
Television man next time he calls to tell you about VVMAL-TV. 
If you send us the correct solution, we'll send you a copy of 
Dudeney's "Amusements in Mathematics," published by Dover 
Publications, Inc., New York. 

wmal-tv 

Channel 7 Washington, D. C. 

An Evening Star Station, represented by H-R Television, Inc. 



Affiliated with WMAL. and WMAL-FM, Washington, D.C.; WSVA-TV and WSVA, Harrisonburg, Va. 
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1960 OUTLOOK FOR COMPACT SALES 



500,000 
400,000 
300,000 
200,000 
100,000 



CORVAIR 



FALCON 



VALIANT 



COMET RAMBLER 



LARK 




Source: Avtontotive Xeivs. 



CONFUSION ON WHEELS: 

COMPACT CARS AND AIR MEDIA 



^ Detroit strategists in a tizzy as small car entries defy 
industry predictions, confuse current marketing patterns 

^ Battle among U.S. compacts, big cars and foreign 
midgets exasperates dealers, confuses radio/tv plans 



^\ir media, high impact key to 
sales, usually is wallowing in prod- 
ucts whose sales approach is basic 
and uncomplicated, but on the auto- 
motive front they are knee-deep in 
schizophrenia. 

Most of this has come about in the 
last six months. Last October, after 
exhaustive marketing and motiva- 
tional studies that covered years, the 
Big Three decided to join American 



Motors (Rambler) and Studebaker 
(Lark) in the battle against imported 
compact cars that have invaded the 
U. S. market. Now all cars — domestic 
and foreign — are getting set for 
Round Two. 

How schizoid is the situation that 
has developed? \^Tiat is the effect on 
air media advertising? 

First, there is the basic "horn-of- 
the-dilemma" attitude of top U. S. 
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motor car companies to the question 
of "What to push?'' Dealers make 
more money on standard car sales, 
but compacts are currently selling 
well after a slump in December. The 
only trouble is that nothing keeps 
going strictly according lo plan, and 
surprises turn u|) all the time. 

A survey by Automotive Sens 
turned up a number of ronflicting 
dealer o|)inions across the country on 
the V. S. compact cars. Few dealers 
are interested in a smaller car. Said 
one: "We could sell a 20-fo()t car if 
it retailed at sl.600." So much com- 
pact advertising stresses economy 
along with fun. nianeu\erability, con- 
venience, st\Iiiig. 

Other confusions arising from the 
U. 5. challenge to import comjiacts 

31 
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f NALLT 

. sales: 90.536 




LARK 

1959 sales: 75,013 



AIR ACTIVITY: "Winter Olympics" and "Invitation to Paris" 
(ABC TV); network tv and NBC radio news 

ADV. MGR.: Ethel Norling, Renault, Inc., Detroit 

ADV. AGENCY: Kudner Agency Inc., New York 

ACCT. EXEC: James J. Cochran 

TIMEBUYER: John Marsick 



III iiijjiiiiiiiiiiiiiiiiiijiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiMiiiiiiiiiiiiiiiiiniiiiiiiiiiiiiiiiininiilii^ 

AIR ACTIVITY: "Jack Paar Show"; spot campaign radio | 

and tv; purchase of specials; regional/local tv | 

ADV. MGR.: James W. Orr, Studebaker-Lark, Detroit | 

ADV. AGENCY: D'Arcy Advertising, N. Y., Detroit | 

ACCT. EXEC: Frank C. Weber | 

TIMEBUYER: Frances Velthuys | 



CORVAIR 

1959 sales: 127,106 



VOLKSWAGEN 

1959 sales: 119,899 
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iii:iiiiiiii;iiiiiiiiiiiiiu<iiiii iiiniiiiiiniiuniiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiii^ 

AIR ACTIVITY: Shares "Dinah Shore Chevy Show" (NBC TV) | 

"Pat Boone Chevy Showroom" (ABC TV); spot, net radio | 

I ADV. MGR.: Jack Izard, Chevrolet-Corvajr, Detroit | 

ADV. AGENCY: Campbell-Ewald | 

ACCT. EXEC: Jack Thornhill | 

TIMEBUYER: R. H. Crocker | 

— ■ iiiiiiifi[iiiiiiiiiiiiiiiiiiiiiiiiiiiHiiiiiiuiiiN]i]i»iiiiiiiniiiiiiiiiiiiiMiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiin 

iiiiiiiiiiinMiiiiiiiiiiiiiiiiiuiiiiiiiiiiiiiiiiiiiiiimiiiiiiiiiiiiiiiiiiiiiiuiiiiiiiiiiiiuiiiiiiiiiiiiiuiiiwiiiiiiii^ 

AIR ACTIVITY; No National air-media planned for 1960. | 

Encourages local air media use with scripts and. film i 

ADV. MGR.: Paul R. Lee, Volkswagen of America, N. J. | 

ADV. AGENCY: Doyle, Dane, Bernbach, Inc.. N. Y. C. | 

ACCT. EXEC: Ed. McNeilly | 

Timebuyer: None . | 



— ^JM* IIIIIW 
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OPEL 

1959 sales: 38,139 




1 1 iiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiii iiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiuiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiniHiiiiiiH»nHiii| 

AIR ACTIVITY: For 1960, Opel will have new programs | 
mostly on radio, medium well-fitted to budget | 

ADV MGR.: Gerald Millar | 

ADV. AGENCY: McCann-Erickson, N. Y. and Detroit | 

ACCT. EXEC: John Vivian, Detroit | 

TIMEBUYER: (Radio) Judy Anderson | 

— iiMiinir iiijiiiiiiiiiiii'iNiiiii iiiihi nil III iiiiiiii iiiiiiiiiiiiiiiiiiiHiiiiiiiiiiiiiiiiiiiiiwiiiiiiiiHiiiiiiiiiMiiitiiiiniiiiiiiuuM^ 



are shown by recent Pulse, Inc. and 
by R. H. Bruskin Associates surveys. 
The Bruskin AIM survey, based on 
10,000 interviews, showed a decline 
in interest in compact cars between 
a November poll (when they were 
just coming into the market) and 
January 1960. The "likelihood of pur- 
chase" also declined in the same peri- 
od. It must have caused a few sleep- 
less nights in Detroit. 

The survey by The Pulse, con- 
ducted among 2,500 men in five ma- 
jor U. S. markets showed further 
signs of mixed-upness. TvAR sta- 
tion reps, reported the survey and 
general manager Larry Israel, feels 
it shows a singular need for more 
spot tv for the U. S. compacts. Here 
are the scrambled findings on which 
the U. S. Motor Capital has invested 
millions: 

One out of three car owners are 
potential buyers of a compact car 
with about 10% more in the "may- 
be" category. Only 17% of respond- 
ents could name all five American 
compacts (Comet hadn't been intro- 
duced then). Thirty-eight percent 
were unable to recall even three of 
the names. Falcon and Corvair were 
'the best known. Rambler was the 
third best known — but it is in No. 1 
sales position. (By this time, it seems, 
many interviewees weren't sure it 
was a compact car anymore.) Inter- 
est in compacts was most high among 
the young fl8 to 34 years of age). 
But 13% of those interested in buy- 
ing a compact said they'd prefer a 
foreign make. Pittsburgh respond- 
ents had little idea of what U. S. 
cars were in the compact race. San 
Francisco motorists were high in 
identification, but showed a prefer- 
ence for Corvair and foreign makes. 
Bostonians liked Rambler, and Fal- 
con was the favorite in Baltimore 
and Cleveland. TvAR's analysis of 
The Pulse survey: "At this point, no 
single make has firmly established it- 
self as undisputed leader in the field." 

And this is the field that is now 
about to go into Round Two for the 
championship in market share. Comet 
has just entered the fray, first of the 
small cars to compete within a Big 
Three family (Comet by L-M is hit- 
ting out at all others including Ford's 
Falcon on the basis of "compact car 
with big-car styling"). Chrysler is 
stripping down for the donneybrook 
with a switching of agencies sched- 
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uled next fall that will affect its com- 
pact Valiant (a latecomer in last new- 
model season) . Lark is going to 
make a bid ahead of next fall in air 
media and hit for summer business 
(it's the only domestic compact with 
a convertible) . Regardless of what 
auto dealers have been saying in re- 
cent years about sales in automotives 
flattening out to spread over a whole 
year, spring and summer are still 
times of added impetus, and broad- 
casters can expect a burst of activity 
shortly — even if only in short flights. 

What is significant is the way that 
the Big Three entries — especially 
Corvair and Falcon — jumped into 
good position within weeks of coming 
to market, topping many foreign 
makes that were years in the build- 
ing. What they did was largely due 
to the big air support that Ford and 
Chevrolet gave them. Also signifi- 
cant is the steady climb of Renault 
(a big investor in tv; sponsored the 
Winter Oljmpics to demonstrate the 
fun and practicality of owning a 
Renault) in the sales arena against 
import champion Volkswagen. Hill- 
man has added automatic transmis- 
sion and some tv advertising, is mov- 
ing into contention too with foreign 
leaders. 

Fact is. compact cars of foreign 
make have kept climbing in sales; 
but many U.S. cars have been top- 
ping them in a relatively short time. 
This means that the next phase com- 
ing up in summer and fall (with pos- 
sibly more U.S. compacts coming 
into the picture) will be a hot con- 
test, and air media can only stand to 
gain. For an up-to-the-minute pic- 
ture of the compact market, here is 
a car-by-car rundown: 
Rambler — First place winner in 
the 1959 compact car race seems to 
be holding its own, in spite of the 
new arrivals in the field, at the be- 
ginning of 1960. But in order to 
keep its top position. Rambler will 
have to use all of its resourcefulness 
to counteract the threat of Falcon and 
Corvair cars. Compact sale outlook 
for 1960 sets Rambler and Falcon 
foot to foot (400,000 units each) and 
Corvair in close with 300,000. Ram- 
bler has taken a big lead with its 
Journey to Understanding (NBC 
TV) ; Monitor (NBC) and over 100 
station tv spots. It must be remem- 
bced that radio was the one medium 

{Please turn to j-ags 48) 



VALIANT 

1959 sales: 48,939 




AIR ACTIVITY: Shares In Chrysler network. No spot tv. 
Just bought 13 weeks on spot radio 

ADV. MGR.: Ted Teegarden 

ADV. AGENCY: BBDO, New York and Detroit 

ACCT. EXEC: Bob Anderson 

TIMEBUYER: Woody Crouse 
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ENGLISH FORD 

1959 sales: 42,413 




AIR ACTIVITY: All British Ford cars share in the Ford 
products advertising budget 

ADV. MGR.: Don Smith 

ADV. AGENCY: Kenyon & Eckhardt, Inc. 

ACCT. EXEC: Frank O'Neil 

TIMEBUYER: Lou Kennedy, N. Y. 
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COMET 

s Just out 
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AIR ACTIVITY: Network tv special Jane Wyman on "Star- 
time"; will share in more Lincoln IVIercury shows 

ADV. MGR.: Robert J. Fisher, Detroit 

ADV. AGENCY: Kenyon & Eckhardt, N. Y. C. 

ACCT. EXEC: Doug Keyes, Detroit 

TIMEBUYER: Lou Kennedy, N. Y. 
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RAMBLER 

1959 sales: 194,384 




AIR ACTIVITY: Monitor, NBC; co-sponsoring "Journey to 
Understanding" (NBC TV). Over 100 station tv spots 

ADV. MGR.: Barney Brogan, Detroit 

ADV. AGENCY: Geyer Advertising Inc., N. Y., Detroit 

ACCT. EXEC: L. C. MacGlashan 

TIMEBUYER: Betty Powell 
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FALCON 

1959 sales: 168,221 




AIR ACTIVITY: Falcon shares in Ford activities in radio 
and television; dealer associations big users of air 

ADV. MGR.: John Bowers, Detroit 

ADV. AGENCY: J. Walter Thompson. N. Y., Detroit 

ACCT. EXEC: Joseph Swoyer, Detroit 

TIMEBUYER: Ford Dealer buyers in N. Y. 
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JU A LIBRARY OF 12,000 
w il TV COMMERCIALS 

^ W aiil l»» iiici i'liiiiKlix' a tv .«.lu)W or coniinorcial ? Want to study competing coni- 
HH i ri.il- Millionl x r< < iiin«:s Hcre"^ agencies, clients are finding tliey can do it 



COMMERCIALS UNLIMITED: Honry I. Sondheim, president of U. S. Tele-Service, inspects drying film that will soon become Photo-Scripts ■ J 






MOBILE: At left, Al Goldenthal, y.p. of U.S. T-S (standing) looks 
on as Curt Stahl, engineer, tinkers with portable unit being used in 
markets outside N. Y. to pick up and "script" local shows for selling 

THE EYES: Above, around-the-clock tv activity is documented by 
battery of cameras and recorders. Ray Fast, technician, is at controls 

FINAL TOUCH: Upper r., adding audio to "Script" before offset 

SPACE-SAVER: Right, Sondhei m (r) shows Herman I. Johnson, exec 
v.p of Hazel Bishop, compactness of Photo-Scripts. Card file holds 
35 commercials, a sharp contrast to space taken up by kine cans 




he aiisuer factory for many of 
tv ad\ertising's problems is a pent- 
house on top of 369 Lexington Ave. 
in New Yorlv. Here in a jumble of 
electronic and photographic equip- 
ment that threatens to burst the wall 
seams, an outfit called U.S. Tele- 
Serv'ice Corp.. is operating as the tv 
commercials center for the industrv. 

Heart of its service is a thing called 
Photo-Script, end product of a bat- 
tery of electronically-controlled cam- 
eras and tape recorders that pick up 
a synchronized word-and-picture ac- 
count of tv shows and commercials. 
The finished Photo-Script is a sort 
of "storyboard after the fact," a 
permanent documentation on printed 
sheets or index cards that are far 
more economical and less space-con- 
suming than kines. 

More than 12,000 Photo-Scripts of 
tv commercials aired during the past 
year are now on file: new ones are 
being added at the rate of 1,500 a 
month so that by the end of 1960, the 
library will total about 25,000. From 
this library, Photo-Scripts can be 
purchased in all quantities. 

Although less than a year old. 
this service already is being used by 
40 of the top 50 advertising agencies 
(all the top 25 have drawn on it), 
by some tv stations, film commercial 
producers, the State Education De- 
partment of New York, and even by 



the FTC. A number of client com- 
panies in both net and spot tv also 
are U.S. T-S customers; among these 
are Allied Chemical, Colgate-Palm- 
olive, Lever Bros., U.S. Steel. Gen- 
ei al Electric. Hazel Bishop and Elgin 
Watch. 

Principal use of Photo-Scripts by 
agencies and clients is to keep abreast 
of what competition is doing. They 
will request, for example, Photo- 
Scripts of all commercials for sham- 
poo that were aired in the recent 
past, then leave a standing order that 
when a thematic change occurs, they 
automaticalh receive co]3ies of the 
new commercials. At the same time, 
they get Photo-Scripts of their own 
commercials. Frequently they order 
copies of commercials outside their 
own product field simply for ideas 
they may apply to their own. These 
copies go to account execs for com- 
petitive and trend-watching purposes; 
to research for study; to copy for 
ideas, and to media for a better 
understanding of \vhoni competition 
is trying to reach. Storage is no 
problem as it would be with that 
many kines. ^lore than 1.000 full 
minute commercials fit in an attache 
case or a desk drawer. In the Photo- 
Scripts reduced to index-card size. 
35 commercials fit in a desk top card 
file. 

John MacLeod, plans and market- 



ing divison of N. W. Aver, told spo.n- 
.soR, ''We ve come across no other 
service that can do the kind of job 
they do in keeping us abreast of com- 
petitive commercials. In addition to 
its usefulness in planning new cam- 
paigns, we've started to ex[)lore a 
number of other areas where Photo- 
Scripts can be employed to good 
advantage on behalf of our clients." 

A lot of other agencies are explor- 
ing beyond the competitive area also. 
Harry B. Cohen, creative director of 
Cohen. Dowd & Aleshire, says, ''"^'e 
find Photo-Scripts useful for copy 
ideas and in the preparation of over- 
all marketing strategy Charles Har- 
rison, creative director of Lester Har- 
rison. Inc., told SPONSOR. ''We find 
them valuable for presentations to 
new clients and. even more impor- 
tant, to show our non-tv clients how 
effectively we can prepare tv commer- 
cials — and we don't have to resort to 
viewers or kinescopes, "^'e intend to 
put all our present and future com- 
mercials into this form. "^Tiat's more, 
we plan to have certain clients print 
them in quantity to merchandise their 
tv advertising to dealers." 

At Donahue S. Coe. Martin Herbert, 
of the media department, explained 
use of Photo-Scripts like this. "At the 
moment, we're using them in our 
qualitative research on tv commer- 
cials, "^'e re analyzing the appeal of 
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STORYSOARD AFTER THE FACT 



1 



PHOTO-SCRIPT' 

'lOltSWD 11 tUIOUAIION 



U.S. TELE-SERVICE CORP. 




0:00:40 



liut Schlilz cin-.es hops perfectly. 



you (^et :ust the kiss o£ the. . . 



hops . 

GIRL SlKGINGr Knou th« real 
joy of ijood. . . 



living. Move up to Schlltz. 
ANNOUNCER: The beer. . . 



that .Tiade Milwaukee famous. 



IN PERPETUUIM : A tv commercial lives in a Photo-Script 
(above) and can be used to sell, pre-sell, test and study. 
Video, audio and time are recorded. Note clarity of pictures 
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^jjct ific commercials as lo t\ pe and 
make-up of (he audience at which the 
conimeicial i? directed. We're also 
allcmpliiig to develop a form of pre- 
testing of coinpelilive commercials as 
well a> semantic difTerential testing. 
In still another area we're using 
I'lioto-Scripts in connection with 
I raring of c\e movements across pic- 
lures anil copy." 

.1 r) da\ . it seems, someone in tv 
^ advertising i^ thinking up a new 
Mx ad\ disc(>\ered and in 
limited u^ are: 

• Mircliaiidising. Xow salesmen, 
dealers and <llsti il.utors can he shown 



an actual commercial (or the whole 
show for that matter) just as print 
ads have been shown. This was one 
of tv's problems in merchandising to 
dealers since many of them are at 
work while the tv show is aired. A 
salesman could show them a proof 
of a magazine ad and say, "Look 
what we're doing for you; so how's 
about better shelf facing?" Now the 
tv advertiser can merchandise with 
the tv commercial, giving tv the same 
advantage print has always enjoyed. 

Lionel Trains, for example, gets out 
an annual dealer kit, showing all it 
has done in ad\ ertising support. This 



)ear, it included Fhoto-Scripts of tv 
commercials. 

• Orienting new personnel. Some 
agencies are using Photo-Scripts to 
acquaint new employees with what 
accounts ha\ e been doing, a job that 
used to call for screenings. One ad- 
man estimated that S50 worth of 
Photo-Scripts can save up to 400 
trips to the projection room, and he 
wasn't speaking of indoctrinating 
new personnel, but just workaday 
agency routine. 

• Global communications. Agen- 
cies with branch offices, especially 
o\"erseas, can send tv commercials 
around to them just as they have 
done with print ads, keeping them 
posted on copy approaches and tech- 
niques at headquarters. 

Lever Bros, itself gets about 100 
Photo-Scripts of each of its commer- 
cials to distribute to its offices around 
the world. 

• Selling a tv film, ilerchandis- 
ing and promoting shows is still 
another area for which this service 
has significance, although it has not 
been used yet to any great degree. 
Sponsors of shows that have lasting 
merit (a production of Hamlet, for 
instance, or a public affairs telecast) 
are beginning to look at possibilities 
of Photo-Scripting the programs and 
distributing them in booklet form to 
schools or making them a\'ailable to 
their dealers as premiums for store 
customers. 

WNTA-TV. Xew York, has each 
Open End show reproduced on Photo- 
Scripts, uses these for show promo- 
tion and for publicity purposes, mail- 
ing the complete shows to newspaper 
tv columnists. 

In line with this promotional area, 
still other new uses are being dis- 
covered. Johnson & Johnson recently 
produced a half-hour educational film 
which they hoped a number of tv 
stations would run. The problem in 
such an operation always has been 
how to show the station in advance 
exactly what the show would be. 
Photo-Scripts of the film solved it 
neatly; J&J simply mailed these out, 
lined up the accepting- stations. 

Videotape Center in N.Y.C. is now- 
using Photo-Scripts to promote within 
the industry its new Marconi camera. 
(This is significant, since the Photo- 
Script process makes possible per- 
(Please turn to page 72) 
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WHAT WERE THEY DOING IN '50? 



These are some of the men ivho tvere in the limelight a decade ago for their activity 
in the radio and tv ad fields. How many can you identify; where are they today? 





"Like they say on XXXX, mister, 'Cream of Wheat' 
supplies all the IRON you need daily!" 

LIGHT TOUCH — cartoons, created by BBDO ^or radio stations, get Cream of Wheat solid 

CEREAL MAKER GOES 
100% TO SPOT RADIO 

^ Cream of Wlieat serves up hefty $1 million in new 
business at Chicago breakfast for radio representatives 

^ Cereal's agency (BBDO, Minneapolis), in protocol 
switch, visits Windy City, thanks stations, inks contracts 



WHO THEY WERE, WHERE 
THEY WERE IN 1950 

lliTc are the names and iwsilions that 
inali h the jnces on the preceding page: 

1. Nilcs Tr;imiii<'ll — chairman of 
the board. M?C. Toda\ lie's presi- 
dent of WCKK. .Miami. 

2. -Mm'oii Kirk — v.p. in charge of 
radio t^. Kudner. He s now senior 
^.p. at Lcnnen & Newell. 

11. Ben Donaldson — Ford adver- 
tising manager. Retired today, he 
^^as A\A board chairman in 1954. 

4. Hiihhell Uohinson — v.p. in 

i-harge of network programing, CBS. 
Toda\ he ? an independent producer. 

5. Lee Bristol — president of Bris- 
tol-Mvers; board chairman today. 

6. W'ickliffe Crider — v.p. in 
charge of new program development, 
BBDO. Now he's a v.p. at Y&R. 

7. Sylvester Weaver — v.p. in 
charge of tv, NBC. Today he's chair- 
man and gen. mgr., McCann-Erick- 
son (International). 

8. \^'^alter Craig — v.p. in charge of 
radio/ 1^■, B&B. He's now a partner 
of Norman, Craig & Kummel. 

9. Mark Woods — vice-chairman of 
the board at ABC. Today he oper- 
ates a laundry in Florida. 

10. Alfred Scalpone — director of 
radio^ tv programing, McCann-Erick- 
son. Today he's in Hollywood as an 
independent producer. 

] 1. Fred Coe — -jjroducer; manager 
of new program de^•elopment, NBC. 
Today he's a Broadway producer. 

12. Joseph Ream — then executive 
CBS. Now back with Columbia 

as program practices. 

13. Frank White — president. iMu- 
tual. Toda\ he's ^•ice-chairman of the 
Iioard at McCann-Erickson. 

1 I. Jo.-<'pli .^IcConiiel — president. 
-M!'.. Toda\ he's executive y.p. at 
I'u nckU Motals. 

1 1. A. Ci-aig Smith — v.p. charge 
' ' t lti^i^2. Gillette, then and now. 

\\ orthiii-itoii .'Miner — Studio 
One piodu. er. CI?S. Toda) lie's an 
independent produ( er. ^ 

.3C 



^5bD0, Minneapolis, knows how to 
throw a successful breakfast party in 
Chicago. 

The formula is simple. Dispatch 
the Cream of Wheat account team 
(George Alarik, account supervisor; 
George Duffy, account executi^•e: 
Betty Hitch, timebuyer), product in 
hand, to the Windy City. Send the 
cit) s radio representatives engra^•ed 
invitations. Tell them that Cream 
of Wheat's ad budget is 100% in 
spot radio. Serve them a hearty meal 
and top it off with a fistful of con- 
tracts worth more than SI million 
in new business, bringing the spot ex- 



penditure for the year to SI. 4 million. 
Guaranteed, all will have a good time. 

This noteworthy switch in business 
protocol (the idea of Ed Fieri, BBDO, 
New York, spot consultant) comes 
as the logical conclusion to the strat- 
egy move initiated by the agency 
back in 1957. At that time Cream 
of Wheat was engaged in a fight to 
retain its share of the market. New 
brands had entered into national 
competition and Cream of ^'heat ^^as 
losing ground to them. 

Seeking to stem the tide, BBDO 
decided to test the Cream of Wheat 
weather approach they were using at 
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start getting ready for Spring 
;h "Cream of Wheat" and XXXX radio! 



merchandising support irom grocery trade 



the time in a new medium. This 
weather approach is based on a stud) 
^ the agenc)" made in 1955. Motiva- 
I tional research showed that a moth- 
, er's protective urge is strongest in 
bad weather. The agency had applied 
the results of the study to tv and 
magazine copy, advising mothers 
that the best way to bolster the fam- 
ily's health during cold weather was 
to feed them Cream of Wheat. 

"Although our television and mag- 
azine advertising was doing fairly 
well for us," explains George Alarik. 
"the combination was not strong 
enough to offset the inroads that had 
been made by the new competition. 
About this time, we grew more inter- 
ested in spot radio. ' 

Cream of X^'heat began testing ra- 
dio in the fall of '58, backing up its 
nighttime tv l.D.'s in 20 eastern 
markets with a schedule of breakfast 
time radio spots. Following this. 
BBDO bought a schedule of l.D.'s 
and 20-second announcements on 
WCCO, Minneapolis. This campaign 
lasted for two and a half months, 
during the coldest part of the Minne- 
sota winter. The spots, tied in to the 
weather thence, were aired five times 
a week during the early morning 
hours. The final test campaign ran 
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during the spring of "59 in 30 lead- 
ing national markets. 

In all three test campaigns, the re- 
sults were the same. Immediate im- 
pact, increases in sales. "The results 
of the tests, ' sa\ s Alarik, ''proved that 
radio was the best medium for Cream 
of Wheat's weather advertising. ' In 
September '59, Cream of Wheat 
spent SI million and went into spot 
radio on 190 stations, comprising an 
available audience totaling 70*^ ( of 
all U.S. radio homes. Cream of 
\\ heat \\"as on the way toward re- 
gaining the share of market it had 
lost to its newer rivals. 

How does the Cream of \^'heat 
weather theory work? 

Cream of Wheat bu\s radio in two 
wa) s, in bulk spots and in fixed 
spots. The fixed spots are aired be- 
tween 6:30 and 8 a.m. The bulk 
spots are aired at the discretion of 
the station according to the weather 
conditions in the market. Adjacen- 
cies to weathercasts are particularK 
sought after, especially when the fore- 
cast is for low temperatures and in- 
clemency. The announcer would end 
such reports by saying, "This is real 
Cream of \^'heat weather." 

The basic buy during fall and win- 
ter is for a combination of 10 fixed 
and bulk 20-second and 30-second 
spots per week. In warmer weather 
Cream of \^'heat buys five one-min- 
ute fixed spots per week. These spots 
are usuallv spread o\er three stations 
in each market. However, this varies 
according to how nian\ stations the 
agency feels are needed in order to 



cover the market. While Cream of 
Wheat uses three stations in New 
York, they're on seven in Minneapo- 
lis, 11 in Los Angeles and one in 
Yankton, South Dakota. The cereal 
maker has no brokers, no premiums, 
no cooperati\e allowance of anv kind. 
Its sales force consists of eight men, 
yet, according to \ieisen. it has 
9o'y national distribution and with 
the exception of rolled oats I a 40% 
share of the hot cereal market. These 
results are in part attributalile to the 
effectiveness of the hulk spot theory. 
A probable reason for the success of 
the theory is that the large Cream of 
\^ heat ijudget is something to be re- 
spected. The company reports that 
it is very satisfied with station sched- 
uling of the bulk spots. 

Cream of Wheat is just starting its 
spring push. The $200,000 campaign 
will feature a new song which cele- 
brates the season and retains the 
weather association. ( It might be 
pointed out that the Cieani of \^'heat 
share of market actually rises in the 
spring.) The song, "Get Ready For 
Spring." (lyrics by Gene Kohner, 
head of broadcast. BBDO. Minne- 
apolis, composition and production 
h\ Music Makers, New York) sells 
the idea of feeling glorious and leads 
quite naturally into the pitch, "The 
world's at \our feet if you eat Cream 
of \^'heat at the start of each perfect 
day." It is scheduled on 193 stations 
during the 6:30-8 a.m. slot. 

In the offing is a new Cream of 
\^'heat song to be used in a 13 week 
sunnner drive on 184 stations. ^ 



MAKING IT OFFICIAL, Betty Hitch, BBDO, Minneapolis, sets up shop in agency's Chicago 
office to sign over %\ million In new business. With her. Bob Walton. John Blair & Cs. 




-pot tv's 4th quarter: up 13.3% 

^ TvB-Rorabaugli report of gross lime billings shows $165.7 million was spent by 
advertisers compared with $149.1 million during the corresponding 1958 quarter 



latioiinl and regional advertisers 
insested $165,732,000 in spot tv dur- 
ing the last three months of 1959, 
art-ording to gross time billings tab- 
ulated by N. C. Rorabaugh for the 
Television Bureau of Advertising. 



Billings during the corresponding 
quarter of 1958 came to a total of 
8149,105,000. 

A comparison of 316 stations re- 
porting during both periods revealed 
an increase of 13.3% in spending. 



Below is a list of the top 100 
spenders during 1959's last quarter, 
ranked by expenditure. 

The top five spenders are P&G, 
Adell Chemical (Lestoil), General 
Foods, Bristol-Myers, Colgate. ^ 



1. 


I'rorler & Gamble Co. ... 


$12,035,400 


34. 


2. 


Adell Chemical Co. . 


4,424,200 


35. 


3. 


General Foods Corp. ... ... 


3,592,200 


36. 


4. 


liristol-Mycrs Co, 


3,536,600 


37. 


5. 


Colgate-Palmolive Co. 


3,266,300 


38. 


6. 


j4nierirnn llonit> Pmd c 


3 207 800 


39. 


7. 


rirnu'n /V" 11 iillnmcnn 


3 007 200 


40. 


a 

0. 


Continental Bak'ing Corp,. 


9 ail Rnn 

^,□0 J, JUU 




Q 
a. 


Lever Brothers Co. 


^,/4/,1UU 


4^. 


1 n 
10. 


International Latex Corp. 


2,687,600 


43. 


11. 


Miles Laboratories, Inc. _ 


2,267,900 


44. 


12. 


If arner-Lambert Pharma. 


2,100,800 


45. 


13. 


Vick Chemical Co. 


1,966,500 


46. 


14. 


I'ilhbury Co. 


1,794,300 


47. 


15. 


Standard Brands, Inc. .... 


1,517,900 


48. 


16. 


Kellogg Company 


1,404,800 


49. 


17. 


Robert Hall Clothes, Inc. 


1,346,300 


50. 


18. 


.\estle Co., Inc. 


1,337,700 


51. 


19. 


American Tobacco Co. 


1,332,000 


52. 


20. 


Liggett & Myers Tob. Co. 


1,293,900 


53. 


21. 


/TVison Oil & Snow Drift 


1,062,400 


54. 


22. 


Sterling Drug, Inc. 


1,061,500 


55. 


23. 


IT illiam Wrigley, Jr. Co. 


1,047,200 


56. 


24. 


Avon Products, Inc. 


1,039,500 


57. 


25. 


J. A. Folper & Co 


1,026,900 


58. 


26. 


Foril \lnlnr Co./Dealers 


999,700 


59. 


27. 


('oraC.ola Co. 'Bottlers 


991,900 


60. 


28. 


Plough, Inc. 


916,300 


61. 


29. 


^lux Factor & Co. 


908,000 


62. 


30 


IT'anilrr Co. ... ., 


874,700 


63. 


3' 


C rn I'rodiirts Co. _ . 


837,000 


64. 




( ; aJ rr Oats Co 


828,300 


65. 


33. 


Lor i Hard & Co. .. 


826,100 


66. 



Revlon, Inc. . $806,000 

Schick, Inc. 802,100 

Anheuser-Bwsch, Inc. _ 767,200 

£•. & J. Gallo Winery _ 732,100 

General Motors Corp 724,000 

Philip Morris, Inc. 719,100 

Pepsi Cola Co.'Bottlers ... 714,000 

Carter Products, Inc. 711,100 

R. J. Reynolds Tobacco . 695,100 

National Biscuit Co 690,900 

General Toy Co. 688,500 

Consolidated Cigar Corp. . 687,000 

Andrew Jergens Co 683,600 

General .Motors/Dealers.- 668,000 

Lanolin Plus, Inc _ 667,500 

No. Amer. Philips Co. 630,600 

Helene Curtis Ind., Inc.... 621,400 

Heublein, Inc _ 614,800 

Norwich Pharmacal Co. 610,200 

General Mills, Inc. _ 610,100 

Minute Maid Corp. 603,200 

Texize Chemical Co 586,500 

Carling Brewing Co., Inc. 580,500 

Pabst Brewing Co 575,700 

Shell Oil Co. _ 558,000 

Drug Research Corp. ........ 547,500 

Ralston-Purina Co. . 544,000 

Maybelline Co ^ 543,100 

Helena Rubinstein, Inc. 531,700 

los. E. Schlitz Brewing .. 528,000 

American Chicle Co _ 522,500 

Gillette Co _ 513,700 

U. S. Borax & ChemicaL 511,100 



67. 
68. 
69. 
70. 
71. 
72. 
73. 
74. 
75. 
76. 
77. 
78. 
79. 
80. 
81. 
82. 
83. 
84. 
85. 
86. 
87. 
88. 
89. 
90. 
91. 
92. 
93. 
94. 
95. 
96. 
97. 
98. 
99. 
100. 



Chesebrough-Ponds, Inc. . 
B. T. Babbitt Co., lnc.^_. 
Falstaff Brewing Corp. _ 

Tea Council of U.S.A 

Pels & Co. 

Parker Pen Co. 

Esso Standard Oil Co. ... 

Hertz Corp. 

Alberto-Culver Co. 

Swift & Co. 

Quality Bakers 



Welch Grape Juice Co 

Kayser-Roth Hosiery Co. 
Standard Oil Co. (Ind.)— 
Associated Products, Inc. 
Piel Brothers 



Pharma.Craft Corp., Inc. 
Interstate Bakeries Corp.. 

Exquisite Form 

Chrysler Corp 



Louis Marx & Co., Inc. . 

Atlantis Sales Corp. 

F. Drew & Co., Inc. 

Duncan Coffee Co. 

United Vintners, Inc. 

Sun Oil Co - 

National Dairy Prods - 

Chunky Chocolate Corp.- 
Monarch Wine Co., Inc. 

Contadina Foods 

Lanvin Parfums, Inc. 

Food Mfrs., Inc. 



Pax ton & Gallagher Co. 
Gold Seal Co. . 



$504,500 
499,800 
496,100 
493,100 
491,800 
483,900 
481,000 
479,800 
470,500 
456,700 
449,500 
449,200 
440,100 
437,200 
435,700 
432,790 
430,300 
428,700 
418,400 
418,100 
417,000 
416,600 
401,000 
398,200 
396,100 
388,000 
387,000 
385,500 
384,600 
382,500 
379,400 
377,600 
372,500 
368,500 
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Two views of radio's sales needs 



^ A seller and a buyer speak out on spot radio's sales 
problems and suggest several liard-liitting solutions 

^ Tliey are Arthur McCoy, executive v.p., John Blair 
& Co., and Harold Fair, tv/radio v.p., Bozell & Jacobs 



Imadio in 1960 has old, unfulfilled 
dreams as well as some new. more 
hopeful ones. How to fulfill the old 
and enhance the new is a double- 
barreled question puzzling those in 
the radio industry, particularly those 
interested in spot. 

That's why SPONSOR asked two ra- 
dio professionals to talk about spot 
radio. They are Art McCoy, execu- 
ti\e vice president of John Blair & 
Co.. and Harold Fair, v. p. for tv and 
radio at Bozell and Jacobs agency. 



both i\ew York. They're concerned 
with spot, as seller and buyer, be- 
cause most national and regional ad- 
vertisers are putting their radio dol- 
lars into spot rather than network. 

These distinguished advertising 
men probe into some of the reasons 
why radio today needs a harder sell, 
and thev outline several actions which 
can be taken to foster radio as a 
better understood and therefore better 
used medium. Their comments ap- 
pear on the following two pages. 



Despite the difference in the angles 
of their views, both agencyman and 
representative see the same needs and 
work toward the same goal: e£Eecti\e 
use of radio advertising. 

The\ agree radio today demands 
more documentation and a harder 
sell than ever before. They agree, 
too, that some responsibility for 
radio's "defensi\e" position is attrib- 
utable to the actions of radio people 
themselves. But. they contend, agen- 
cies and clients have been remiss in 
not understanding radio ind not 
listening to its new sounds. 

They cautioned that radio, as the 
largest mass med'' pi available to ad- 
vertisers, should not be overlooked 
or misused bv the modern marketer. 
Set circulation is almost 100% of all 
U.S. homes, indicating a quantity of 
audience interest to anv advertiser. 
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dm SAYS: 
RADIO GETS 
SHORT SHRIFT 

(iiixir^ and ajiciicie!: — a# well a.- 
tlii- radii) iii(liistr\ — are being severe- 
ly sliurl-eliaiiiied 1)} the iiiipiise. or 
lack of use. of radio advertisin>!;. 
'I ills i? l)eeau.-e ageiiries and clients 
are wearing Minders, asserts Arthur 
McCi)\. exeeutiie vice president for 
John HIair & Co.. station representa- 
ti\es located in \ew York Cit\ . 




SELLER'S VIEW of agency radio omissions 
is blueprinfed by Arf McCoy, exec v.p. ai 
John Blair & Co., sfafion represenfafives 




SPONSORS of successful radio drive include 
W I am G. Mennen, Jr., (I), Mennen Co. 
V p., with Jacl R. Thompson, Warwiclc & Leg- 
ler i.e. Stat ons merchandised saturafion drive 



These blinders, he charges, are 
keeping advertisers and agencies from 
realizing the sales potential available 
in the use of radio, and spot particu- 
larly. And he finds fault with "the 
biggest agencies, w ith their enormous 
dollar budgets" for the "misunder- 
standing" of radio and, therefore, a 
misuse of the medium or a complete 
avoidance of it in media planning. 

Mr. McCoy and Harold Fair, vice 
president for tv and radio at Bozell 
& Jacolw: agency, also New York, 
agree on several fundamentals. j\fr. 
Fair's suggestions as to what can be 
done ^vithin an agency to improve 
the comprehension and the quality of 
radio advertising appear on the 
opposite page. 

Mr. McCoy, in charging that radio 
is getting short shrift from all too 
many non-media people in agencies 
and from the accounts whom they 
represent, is quick to admit that the 
radio industry itself is responsible for 
many of these alleged sins of omis- 
sion. "Many stations and reps back- 
bite, and sell with a sour grapes 
attitude." 

One agency plans board vice presi- 
dent told him, for example, that he 
was "fed up with the attitude of 
many radio salesmen When they 
don't get an order, they come in 
and knock the competition and make 
a big stink with everyone on the 
account, all up and down the line, as 
well as with the client. Print and tv 
people don't do this. This makes us 
think a lot more of them, if only for 
that one reason!" 

Radio people also, in too many 
cases, tend to inflate figures, stress 
quantity and omit quality, and per- 
sist in grinding their own axes with- 
out bothering to grind that of the 
prospective client. So charges Art 
McCoy. 

The agencies and clients have their 
failings, however, and he feels these 
are especially significant. They oc- 
cur on the buying side. In his contin- 
uing effort to bring media and agen- 
cies closer together so they can hypo 
sales for clients, he has made several 
general conclusions about the inept- 
ness of radio usage. 

1. "The pressure of current fad 
buying closes out sound thinking by 



decision makers." Buyers are per- 
fectly capable of understanding and 
buying almost all media, radio in- 
cluded. But buyers, he says, don't 
make the major decisions as to which 
media will be given the nod. And 
the account people, agency manage- 
ment and clients, themselves, get 
caught up in fads. 

"In the 40's, the buying fad was 
radio. Before then it was print. Since 
then, tv." Radio had rather a short 
heyday, and since then has been 
caught in the squeeze of agencymen's 
personal preferences. "The heads of 
agencies and of departments within 
them are print-oriented. And the boy 
wonders of the agency world today 
became famous through television." 

Radio, "in an in-between stage, 
never got to the highest levels of 
decision within an agency. Before it 
could move upward in comprehen- 
sion and in favor, tv rushed in and 
took over." 

2. This non-radio orientation, he 
thinks, has led to an over-emphasis 
on radio research — facts, figures and 
statistics — and almost oblivion to the 
importance of copy. 

"All the really great ad campaigns 
started with an idea," says Art Mc- 
Coy. "Sensational copy ideas occur 
in all media, and have shown up 
many times in radio in recent years 
despite its lack of acceptance at top 
levels." 

Copy is the crux of successful ra- 
dio advertising, yet too few agencies 
have radio copy specialists or any 
understanding of what sound really 
is, he charges. Account men at many 
agencies "wouldn't know how to go 
about getting good radio commer- 
cials because they have no radio copy 
specialists." 

He says the giant shops, by and 
large, don't seem to originate distin- 
guished radio copy. 

3. "Radio is over-researched," and 
the new agency hybrid, the media re- 
search specialist, "doesn't have any- 
one disagreeing with him, so his 
word has become law and his ego 
supreme!" 

Some of the bigger agencies have 
created a post between media and 
research, with both departments rely- 
{Please turn to page 46) 
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THE BUYER SAYS: 

RADIO NEEDS 
A HARD SELL 

i^adio isn't being given short shrift, 
as the station representative execu- 
tive charges in the adjacent article. 
But it is being given harder shrift, 
says Harold Fair, vice president in 
charge of radio and television for 
Bozell & Jacobs agency in New York. 
Here's what he means by this: 



Radio today is more difficult to sell 
to the client than ever before. It re- 
quires more hard-sell, facts and solid 
documentation than other media. Ac- 
count people and agency plans execu- 
tives have to work harder, them- 
selves, in preparation for either an 
all-radio presentation to the client or 
for one which encompasses radio in 
the total projected campaign. 

How and why does this happen? It 
was all too easy, says Harold Fair. 
The transition period from radio to 
{Please turn to page 46) 




BUYER VIEW on how radio can be pre- 
sented to client is given by Harold Fair, 
v.p., Bozell & Jacobs, who gives tips on 
preparing radio presentations for clients 



BOZELL & JACOBS HAS 60-PLUS SPOT RADIO CLIENTS 

Bozell & Jacobs, a multi-million-dollar agency; maintains 12 autonomous offices all over U. S. and cur 
rently services 63 spot radio accounts. Asterisk denotes major national and 'or regional advertisers 



'TURTLE WAX 

'NATIONAL LP GAS COUNCIL 



*OMAR BAKERIE S 
*HALL BAKERIES 
*LEAF BRANDS 



VAN MERRITT BEER 



KIMBLE CANDY CO. 

GARY HOBART WATER CO. 



'PENN Y SHINE 
ZIP WAX 



KEENE INOUSTRIES (HOUSEWA^Sl. ^ 

'REST ONIC MATTRESSES 

'ARISTOMAT STOVE MATS 

INDEPEN DENT TiLEPHONE COMPANIES 

HOUSTON LA NDSCAPE NURSIRYMEN'S ASSiL. 

_Em£LLDLBANK & TRUSIJJO^ 

'UNITED GAS CQRt_ 

HOUS TON FIRST EEOERAL SAVINGSJi LOAN ASSN. 
'AMERIC AN ELETCHER NATLJANK 

UNION FEDERAL SAVINGS &J.QAil 

_MERL01AN JIUTUAL 

BEST GRAN O CLEANERS _ 

"LASTINGS MFG. (CASITE ADDITIVE) 

" PUBLIC SERVI CE CO.^^ IND. 

J-LDUISVILLL GAS & ELECTRIC 

'SCHREIBER MILLS 



'S AFEWA Y STORES 

CABLE CHEVROLET 

COUNTRY CLUB PLAZA ASSN^ 
_*W^0^ WASHBURN CD. (BALM_ARGENTAL 
'BURMA VITA CO. (VI TA SHA VE) 



J^ORTHLAND ICi CREAM CO. 

DONALDSON'S DEPT. STORE _ 
MINNEAPOLIS DOWNTOWN CDUNCIL 

'MAiCD ELECTRONICS (HEARING AIDS) _ 

'SHIELDS & CO. 

'CENTRAL HUDSON GAS & ELECTRIC CO. 

'PEOPLES NATURAL GAS 

'METROPOLITAN UTILITIES OlST. 

'BRANDEIS STORE 

SAFEWAY STORES _ 

'STDRZ BREWING CD. 

'DjVIOEND GASOLINE 

'SKINNER MFG. CO. 

AKiSAR-BEN 

SCHIMMEL HOTELS 

IDWA_ FINANCE 
_EmSLJ£OERAL SAV. & LOAN, SIOUX CITY 

GENERAL APPLIANCE 

STOCK Y.aRDS NATL. BANK 

'METZ BAKING CO. 

'CUDA HY PA CKING CO. 

SIDNEY RDDED 

'WASHINGTON NATURAL GAS CO^ 

HULING BROS. BUICK CO. 
/ELIASCLNAIUBAL^GAS CO^ 
^AfilHUUdURRALJANCE STUOIOS 
'CHIUISJIG^CHAIN SUPER MARKET 

BILL HANNA_EORO SALES 

HOLMES PDNTIAC CO^ 

NAIUANK. OF BOSSIER 
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SET 'EM UP say loquacious beer mugs (I to r) Schultz, Dooley, Sudds, The Countess, whose antics make tv spots sparkle 



1 



Talking-mug plugs hike beer sales 



^ Utica Club captures the fancy of upstate N. Y., parts 
of Pa., with antics of talking heer mugs in tv fihn spots 

^ Covers 11 markets year round; features tv characters 
in all other media efforts and throughout merchandising 



talented troupe of talking beer 
mug? is playing to wildly enthusi- 
astic liou'^es in upbtate New York and 
parts of IVnnsy Ivaiiia. Fan mail is 
pouring in and, incidentally, they're 
selling an awful lot of Utica Club 
heer. 

Doyle Dane Berrd)ach put this 
show on the home sereens for West 
I 1 lirewing Co., Utica, N. Y., just 
year ago, and it looks like it 
m forever. The stars are 
b " 'i Dooley, a couple of old- 
Luroptaii |ju'> types, who disagree 
with one another on just about every- 



thing, except their insistence on beer 
brewed the old-fashioned, naturally 
aged, Utica Club way. 

Schultz and Dooley% who talk 
through their lids, which open and 
close in the manner of the human 
mouth, appear nightly on nearly all 
tv stations in New York State outside 
the city of New York, plus two out- 
lets in Pennsylvania. Their shows, 
60 and 20 seconds in length, are pre- 
sented both as separate spots and 
during commercial time on Utica 
Club-sponsored, half-hour syndicated 
films — currently Rescue 8, Bold Ven- 



ture, Sea Hunt and State Trooper. 

Most of the 13 half hours of film 
now in Utica Club's weekly lineup 
are slotted for 10:30 p.m., though a 
few are at 7 p.m. The separate spots, 
nearly all prime evening time chain- 
breaks, range in frequency from five 
to 18 per week, most markets receiv- 
ing about seven. 

"Well over half of this good-sized 
budget is in the tv campagin," points 
out a.e. John Mc.Manus, "and the 
Schultz and Dooley theme also car- 
ries over to our outdoor, print and 
radio advertising. Sales increases 
since the campaign began have been 
considerable, and we expect to con- 
tinue with it indefinitely." 

In New York, Schultz and Dooley 
reach viewers over WAST(TV) and 
WEN-TV, Albany; WNBF-TV, 
Binghamton: WBEN-TV, WGR-TV 
and WKBW-TV, Buffalo; WPTZ 
(TV), Plattsburgh; WROC-TV, Ro- 
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Chester: WRGB (TV). Schenectady; 
WHEN-TVand WSYR-TV. Syracuse; 
WKTV (TV). Utica; and WCNY-TV, 
Watertown. Pennsylvania outlets are 
WSEE-TV, Erie, ' and WBRE-TV. 
Wilkes-Barre. 

Schultz, Dooley and their support- 
ing players are the offspring of DDB's 
creative triple threat: Bill Bernbach. 
agency president; ^vriter Dave Reider 
and art director Bill Taubin. They 
figured talking beer mugs with defi- 
nite, consistent characteristics would 
be a natural for a continued series of 
entertaining situations — and for sales. 

"Extreme pains have been taken 
to develop these characters." explains 
DDB radio/tv director Don Trevor. 
"Our creative people put themselves 
right into the old-European pub 
world of Schultz and Doole)' to pro- 
duce material that is not only funny, 
but totally in character as ^vell." 

As an indication of how they "live" 
the part at DDB, when Dave Reider 
was telling SPO.NSOR about Schultz, 
he just naturally fell into a brisk 
' German accent, ^vhile he emitted a 
! soft-spoken Irish brogue ^vhen dis- 
cussing Dooley. 

"Schultz is a little on the pompous 
side but lovable." instructs Reider. 
"Dooley, his sidekick and co-worker 
< in the bar, has more feel for the 
^ humorous and ^\ hen arguments break 
1 out, usually gets the best of them." 

The DDB creative team adds six 
new episodes — three 60"s and three 
20's — to the repertory e^ery three 
months. Schultz and Dooley started 
out as the only talking crockery in 
the L tica Club spots, but in the third 
flight they were joined by an aggres- 
sive, unmarried lady beer mug from 
Hungary, sounding somewhat likeZsa 
Zsa, Avhom they immediately dubbed 
■ "The Countess." Then came a Key- 
stone-type cop beer mug named Sudds, 
uhose voice calls to mind W. C. 
Fields. Reider let SPONSOR in on the 
previously-guarded secret that "Two 
m.ore delightful characters are in the 
kiln." 

I Adds Trevor, "All of the characters 
lare in keeping ^\ith the client's at- 
tachment to the way many things 
|V\'ere done in the good old days, 
^specially brewing beer. Thus it is 
right in character for them to com- 
pare new-fangled brewing methods 



with the old-fashioned way Utica 
Club is brewed." 

To aid the outspoken mugs in their 
eulogies of Utica Club, agency v.p.- 
copy chief Phyllis Robinson and 
Reider composed a lyric for them, 
^vhich they either recite or sing to 
a lively beer-drinking tune by Mitch 
Leigh of Music Makers. 

The lyric: 

Oh bre^\" me no brew 

with artificial bubbles, 

Those carbonated beers of today. 

'Cause Utica Club'U 

Still take the trouble 

To age beer the natural way. 

Utica Club. U.C.! 

A Schultz-Dooley episode usually 
has its origin at a Reider -Taubin 
meeting. They develop the rough 
plot and, joined by DDB producer 
Ernest Hartman. work up a rough 
storyboard. 

Then the actor selected by DDB 
to do all of the male mug voices, 
comes in for an ad lib session, which 
is taped, and usually yields rich 
humor for the commercials — not to 
mention a barrage of gags that don"t 
get into the commercials. 

"Though beer is considered a mass 
product, we don't talk down to the 
audience in our commercials. ' says 
Reider. "The level of the humor is 
quite high, yet it does have the 
needed mass appeal, as is shown in 



the letters of approval from all kinds 
of people." 

Once the final script and story- 
boards are complete, the audio is 
taped and turned over to the produc- 
tion group. Nicholas Parkas, of 
Farkas Films, works up the sets in 
conjunction with DDB's Hartman. 
Co-producer puppeteer Lou Bunin 
and his crew develop the action for 
the mugs. Their job is most compli- 
cated as they crouch under the "bar" 
on which the mugs perform and must 
look into a mirror to follo^y the 
action. Then come rehearsals, and 
they're ready to roll 'em. 

Schultz and Dooley's overwhelm- 
ing tv success landed them an ever- 
growing role in Utica Club's other 
advertising and promotional efforts. 
By now there's scarcely an area they 
have not taken over. Utica Club's 
billboards are like a still from one 
of the tv spots, with just a few words 
added — all of which can be under- 
stood full}' onl}' by those v\ho'v e seen 
them on tv. 

Schuhz and Dooley are featured in 
point-of-purchase material, direct 
mail to the trade, beer cases and 
cartons. Aow they're to be added to 
the bottle label and shown on com- 
pany trucks. 

Another indication that free reign 
to creativity can win appreciation, 
and sales, from the tv audience. ^ 
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McCOY 

I ( umiicil jrom pac:e 12 ) 

i. _ uii ilii.- new media research spe- 
i i.ili-l. l lii- imli\i(liial in too niaii\ 
(.1-1-. \r\ McCoy, "is^ue* edicts 

;d'oiit tlie researcli he believes in and 
Iciul- to n^e data vliich don't gi^e 
radio a fair api)raisal." Another proh- 
Icm: ■■"I here'.- no one above him. so 
llifieV no one to jiul thumbs on the 
mn if lie's wrong. We've been able 
to lutne time after time that he is." 

I. Radio "just i.-n"t understood, 
and a lot of ])eople won't take the 
liinc or trouble to find out about it." 
As the biirgest mass medium existent, 
radio reijuires consideration in media 
lilaimiiig and comprehension in using 
it. says Mr. McCoy. 

W hat docs be recommend'? 

He thinks there are several posi- 
tive steps which agency management 
ran make. First, he thinks a member 
of the e\ccuti\e committee or an 
agenc\- ])arlner should be a radio 
specialist — not a propagandist but a 
professional who knows the advant- 
ages as well as the limitations of 
radio. Because, in his opinion, the 
well-rounded creative adman knows 
all media, and jdays no favorites. 

Secondlv. he thinks the creative 



writing and production function 
should be spht among media so that 
there are radio s])ecialists. These 
slalTers would concentrate in working 
with '"sound" and the special api)eals 
which sound can make. 

Thirdh, he suggests thai the execu- 
tive officer most directly conversant 
with radio delegate assistants to be- 
come specialists in the medium, so 
thai when radio is called for in a 
campaign someone has ready an- 
swers as to how best it can be used. 
These men could translate ideas into 
terms and possible profit for the ad- 
vertiser, and clear away the under- 
brush of confusion in radio research. 

How do you go about making an 
over-all advertising executive a ra- 
dio specialist? 

Mr. McCoy suggests that the ad- 
man visit and talk with people in 
e\ery phase of the radio industry 
itself — with trade associations, sta- 
tions and representatives, research 
organizations, pollsters. "They should 
check into radio copy seminars, such 
as ^ve at Blair have available at any 
lime. Most important, they should 
hear tapes and more tapes — really 
learn what sound is and understand 
what it can do." 



Creative radio, he says, requires a 
creative dynamo at a lop agency 
level. ^ 



FAIR 

(Continued jrom page 43) 

tv was speedy, almost overnight, un- 
like the slow, relaxed swing from 
print to radio. 

As Mr. Fair says, '"Radio was swept 
into a corner . . . and not many 
people have bothered sweeping it 
out again." 

He sees too many agencies, there- 
fore, with top-level account and man- 
agement people who don't understand 
how to use radio as an advertising 
medium. ""They're unaware of the 
vast changes which have taken place 
since the advent of television. They 
seem to have an open mind to other 
media but a closed one to radio 
suggestions." 

Harold Fair thinks radio can be 
uni\ ersally used, "by any kind of a 
client at one time or another for spe- 
cial kinds of jobs." He can't envision 
a client never having a need or use 
for the sound medium at some time. 

How do he and his associates pre- 



SPOT-BUYING FACTS NOT ON THE RATE 
CARD ABOUT KPIX, SAN FRANCISCO 



sent a radio copy and media plan to 
clients? Here are some of his in- 
formal recommendations. 

1. ]Make sure } ou know \ our sub- 
ject, and everything about it. This 
means )ou use the account men — 
backed up by radio specialists — who 
understand exactly why radio has 
been recommended. 

2. Support your radio idea with 
specifics — all of the documentation 
you can get. You can be sure the 
radio proposal will be challenged! 

3. Incorporate radio most of the 
time as a part of the over-all adver- 
tising program. Seldom will you 
want to advocate an all-radio drive. 
And when vou suggest radio as a 
supplement or complement, make sure 
you have developed a pinpointed 
marketing need and match it with a 
pinpointed radio campaign. 

4. Know both the quality and the 
quantity concepts. Numbers per se 
are more important in radio today 
than in other media because radio 
requires frequency in order to make 
an impact. Radio listening is not 
exclusive or individualized, in the 
sense that people are doing some- 
thing else while they're tuned in. 

You may have to repeat a commer- 



cial several times before it's really 
heard. Take into account this need 
for frequency, or — in other words — 
quantity. These are the box-car fig- 
ures of total audience, cumes, costs. 

5. You need, however, to supple- 
ment this quantity concept with qual- 
ity. Radio commercial copy has ne\ er 
been so important. And the local 
people who deliver ) our commercials 
are more significant in your final 
sales results than ever before. When 
we make a client presentation involv- 
ing radio, we make sample commer- 
cials and preview the tapes. 

6. In any client presentation, an 
agency usually features the men who 
most command the client's confi- 
dence. Ill radio, this is even more 
necessary. Spotlight your No. 1 
agencyman in terms of the specific 
client. Let him carry the ball — hut 
be sure he's briefed and backed up 
in the meeting with radio spokesmen. 

7. Highlight the general virtues of 
radio with specific, down-to-earth ap- 
plications to ) our client's special 
marketing and sales needs. 

8. Be sure to get down to brass 
tacks or elementals. Agency people 
often assume too much specific knowl- 
edge on the part of their clients. They 



skip too blithely over salient points. 
Cover the radio basics, not in labored 
and droning form, hut as a piquant 
hit of information which leads to the 
precise plan )ou have in mind. A 
strtmg or imaginative client will then 
]>ick up this ball and run with it. He'll 
pursue the suggestion further, ask 
questions, challenge you. 

9. Give )oursclf a fair shake, but 
give the client one too. He shouldn't 
be a sounding board for someone's 
personal prejudices. If you believe 
radio can help do a selling job, say 
so. Stand up and be counted as to 
wliat )ou believe. But don't propa- 
gandize any medium! 

He terms these nine points "points 
of view" rather than "rules" — "per- 
sonal views of radio ap|)roaches use- 
ful in today's marketing world." He 
explained to SPONSOR, "The)''re not 
intended to be the ultimate word on 
how to develop and sell a creative 
radio idea!" 

Harold Fair's approach to radio, 
however, is necessarily unique among 
agency management people, if only 
because of a long and varied ground- 
ing in the broadcast business. This 
helps him to determine how radio 
can he used, and used profitably. ^ 



CO ACT CARS 

|{ II I li I I' I lilt' fir>t jjlaff 
1 .ill ar fiflil. Hamlplcr ha^ll't 
I. (1 I 111- liainl)lfr wa- the first 
II 1 iii|Mit car* and coinnier- 
,1.1 . -irt— t- thi~ fact and al.-o 
llial l!,iniMi'r i- lojp.* in -aK"^: that 
il i- lln- iiiih car manufacturer work- 
ing llirt<- >]uh> a da\. six days a 
\\cfk l"i kci"|) uj> with ?ale^. 
\ i)lk-u:ii;«'n — The .No. 1 among 
all iiiijn>rlt-d Finall car*. Vo!k:^\\ atren 
iif Xnierica ha- planted deep roots in 
Xnicrican --oil with lo distributors 
and more than 100 dealers. 'The 
<.iie fact that has kept Volkswagen 
nut of air media is that in man\ parli 
(if ilu- f-ountr\ cars and trucks are 
in -hurt >uj)j)l\. VW would natural- 
l\ he hc-itant to buy radio tv (if we 
had the budget, which we don 1 1 
when the main effect would be to 
incrca-e demand even further than 
suj)])ly." These were the words of 
F'aul R. Lee. \'olksw agen's advertising 
manager. .Mr. Lee added: "Sales are 
more dejjendent on how" manv we 
can get o\er from here. We are .\o. 
] in sales in 11 stales. VW"s annual 
budcret in exce-^^ of .SLOOO.OOO 



mostiv in national magazines. But 
the company encourages regional and 
local radio and tv spot. 
Falcon — Viming at the leadership 
in the coiiijjact car field. Falcon is 
trailing lianibler very closely at the 
end of \'J3'J. but getting closer as 
-hown in I'JGO estimates. Falcon is 
making up ZO'r of Ford sales. Ford 
Motor probably will build .500.000 to 
TiOO.OOO compact cars in l'J60. ac- 
cording to James 0. Wright, division 
general manager at a press confer- 
ence. This estimate includes the new- 
Falcon station wagons just intro- 
duced. Air media strategv is linked 
\ery closely to Ford's budget. 
[Renault — With the "winning" of 
the Winter Olympic Games at Squaw- 
Valley, Renault is ready again to hit 
the market hard with an ABC TV 
Special Invitation to Paris, plus con- 
centration on a network tv weeklv. 
seasonable "^^pecials and network ra- 
dio I NBC I news five days per week 
every week. Jack J. Cochran, v.p. 
and account suj)ervisor (Kudner 
Agency i for Renault is the strategist 
in this contest. Cochran said: e 
feel ver\ confident with Renault'.- 
successful coverage of Squaw Valley 
that Kudner is ?ivin? Renault a 
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OF 



THINGS 



TO COME ! 



COMINS 
SOON 




C-O-M-M-A-N-D-l-N-G 
L-E-A-D-E-R-S-H-l-P 

on all viewing fronts! 

WREX-TV continues to 
dominate Rockford and 
Area Viewing . . . 

• AT NIGHT 

45 of (he Top 50 Shows . . . 

• IN THE DAYTIME 

All 20 of fhe Top 20 Shows 

• TOP WESTERNS 

7 of fhe Top 8 Shows 

• TOP FAMILY SHOWS 

5 of ihe Top 5 Shows 

• TOP SPORTS, 
SYNDICATED FILM, 
MOVIES, 

PUBLIC SERVICE. 

'Saurct AKB Oct. 75 - Nov. 71, 1959 

IN FACT ... All Day and 
All Night! . . . Every Hour 
of the Week is ''Good 
Time" on . . . WREX-TV 
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lot of "get up and go' and the impact 
will lie felt in sales for 1960 earrying 
Renault to the very leadership of the 
imported eompaet ear field. Last year 
we earried the ball for Renault with 
speeials like Invitation to Moscow, 
W'hieh pulled 42.3'~r share of audi- 
enee — the highest of any speeial in 
1959 — CBC TV; Moon and Sixpence 
won top Sylvania Award as the out- 
standing television show of 1959 — 
ABC TV; Orange Bowl; Winter 
Olympics and on April 27 over ABC 
TV we'll offer Mauriee Chevalier and 
Fernandel in Invitation to Paris." 
Lark — "This is the year of the 
Lark." said Frank C. Weber. D'Arey 
exeeutive viee president and aeeount 
supervisor for Lark. "Strategy of 
use of broadeast on the Lark has 
been threefold: Through eontinued 
use of Jaek Paar on NBC TV: of 
short, intensive spot eampaigns on 



radio and tv; and through the |)ur- 
ehase of speeials (sueh as the -l-da\ 
radio broadeast of the Newport Jazz 
Festival). Also through the fostering 
of regional and metrojiolitan area 
dealer assoeiation aetivity in tele- 
vision." 

Corvair — Winner of the Motor 
Trend Award, Corvair enters 1960 
with a zest to get to the very top of 
the eompaet ear leadership baeked by 
the title of "the best ear of the year." 
Rear-powered Corvair is banging 
hard at the door of supremacy with 
tv shows, spot radio and network. 
Jaek Izard, Corvair advertising man- 
ager said that the increased adver- 
tising fire during 1960 will bring 
about the original objective of 20^ 
of the Che\ rolet volume. The 
Corvair copy continues to stress its 
original features: rear-drive, air- 
cooled engine, four-wheel indepen- 



dent suspension, etc., I)ut main theme 
will be the fun to drive it — its han- 
dling ease and ride qualit}. 
Opel — Biggest '"surjjrise"' in 1959 
was Opel, coming uj) from No. 10 
spot to eo]) the iNo. \ position among 
all inijiorted small ears. McCann- 
Ericksou is planning new pro- 
grams, inosti) radio for 1900. 
Anglia I English Ford) — Adver- 
tising for the English Ford shares 
the Ford budget in air media. Eng- 
lish Ford is No. 3 in imports. 
Valiant — Air media strategy for 
Valiant cars will be realized by using 
spot radio. No spot tv. Shares in 
Chrysler network. Valiant just bought 
13 weeks on spot radio. 
Comet — The new arrival to the 
American compact car scene is the 
Comet. This new entry was intro- 
duced to the tv audience on Jane 
W\ man Startime special. ^ 




DALLAS 



.KILT 



HOUSTON 



KTSA 



SAN ANTONIO 



KEEL 



SHREVEPORT 



WAKY 



LOUISVILLE 

REPRESENTED NATIONALLY 
BY JOHN BLAIR i CO. 



5 McLENDON STATIONS 

PROUDLY ANNOUNCE A CHANCE TO 

p^// ' Siimfilimic music 



EFFECTIVE APRIL 



With national attention focused on the astonishing success of 
McLendon station KABL, San Francisco, . . . first "Good Music' 
radio station in history to win first place in a metropolitan 
market ... A sweeping change is taking place in all five other 
McLendon stations. Though long established overwhelming 
leaders in every individual market, these five stations boldly 
seek even brighter horizons by programming all-symphonic 
music 24 hours a day: Rachmaninoff, Brahms, Liszt, Puccini, 
Tchaikovsky — the masters of great music around the cb k. 



Good Music: The McLendon Sound of the Sixties 

(april fool) 



,1 

ijPO.NSOR • 26 MARCH 1960 

I 



49 




Shape of Things 



Here is the "shape" that means truly fine pictures . . . 
the shape of the all new black-and-white television 
camera, the RCA TK-12. This is the camera that gives you 
sparkle and impact in your commercials, whether live or 
taped. Your advertisers' products can be revealed clear 
and sharp, in all their fine detail . . . Shadings and 
colorings stand out, with brilliance and realism. 

This completely new camera uses the large new RCA 
4 '/2 -inch Image Orthicon tube. The 50% increase in 
image size results in the same degree of extra quality 
and detail you would expect from using a larger 
negative in advertising photography. 

Here is the camera for top telecasters, for those with the 
reputation of providing their advertisers with the very best. 



For the Finest Picture in Town ! 



NEW MONOCHROME TV CAMERA-TK-12 
WITH 4V2-INCH IMAGE ORTHICON 

5ee it in Action at NAB! 



i 
I 



to Come 




RADIO CORPORATION of AMERICA 

BROADCAST AND TELEVISION EQUIPMENT . CAMDEN, N. J. 



Tmk(s) ® 



As merchandising demands increase; SPONSOR ASKS: 



What are the new developments in 

station merchandising 




Station men report new merchan- 
dising approaches and methods 
which have helped to increase 
advertisers' share of the market 

Mike Schaffer, d'r. promolion, pub- 
lirin & mdsg., ITAI'y-TV, .\or/olk, la. 

W e at W A^'^' radio and t\ believe 
that liasic merchandising should he 
\Nhtrre it counts the most — in the 'tore. 
And ^^e \jTO\e that point bv a com- 



A show biz ap- 
proach to dealer 
calls with boy in 
Ambassador' s 
clothing 



jjleti- in--tore feature of the veek dis- 
play set up in over 100 prime super- 
markets in the Tidewater area. Also, 
of course, a complete \ ariety of serv- 
ice^. =uch a^ jumbo postcards, shelf 
strips, shelf talkers, bag stuffers, win- 
dow streamers, easel cards, bus cards 
and fjpr'onal calls are offered clients. 

far as new concepts in merchan- 
dising, we are alwavs striving for new 
and different ideas. Just recently, we 
initiated a service which has caught 
holfl and i^ becoming the pride of our 
men handi-ing department. It's the 
\mba-'ador .'-ervice. The Ambas- 
sador .-Service is basically a very 
^iinjile idf-a. It'- the personal tourh — 
it s a new and different twi^t on per- 
sonal ralb to exer•uti^•es. food store 
manager-, drug manager= — the peo- 
fde the ad^erli-er inu-t reach ^^ith his 
l»r'.duf l. The t\si-i is thi= — the Am- 
I ■ |--ad(ir i= a fourteen-) ear-old bov 
ed in II ornin;: coat, stripe pant'. 
' ^ and hf mliurg hat — a verv 
\ 2 fellow \s iih a photo- 
r\ b\ the name of Alan 
-. 1 rokeri and viewers 
M and that's what 
' I touch, of course, 
■rtai I. and where the 



r I 
al\ a\ • 

'f ll '• \i ba-.-ador i- inajjprojjri- 
>• we lia\.- a M'T\ braul'ful \oun2 



lad), known as MiiS WAVY, vslio 
makes personal calls, officiates at 
openings, inspects gas stations, hands 
out prizes, etc. 

Success stories are the backbone of 
a station's business and we endeavor 
through creati\e and exploited mer- 
chandising to make all of our adver- 
tiser-' campaigns successful. 

William D. Stiles, gen. mgr., KLRJ-TV, 
Las Vagas 

The sudden influ.\ of nevs' products, 
private brand labels, and nevs' varie- 
ties of established lines has multi- 
plied a hundred-fold the problems of 
the manufacturer's salesman in se- 
curing spjecial promotion of his mer- 
chandise. 

Generally, we have attempted to 
create a program that is profitable to 
the grocer, tangibly expedites the 
movement of the advertiser's product 
and can be handled with relati\ e ea=e 
by the station personnel in\ olved. 

Specifically, we utilize the Dennis 
Corp. merchandising service (a Los 
Angeles firm vshich furnishes at- 
tractive wire bins and subsequent 
photographic evidence reports of dis- 
pla)sl and have contracted with the 
12 leading chain stores and inde- 
pendents in our coverage area on an 
exclusi\e basis for in-store display 
space. These stores account for ap- 
pro.ximatel) of the total grocery 

volume in our metro area, and through 



W e retain 
outside profes- 
sional firm 
to assist 
merchandising 



clo-e coojjeration with the individual 
'tore managers, we can deliver im- 
portant marketing data to advertiser, 
such as daily sales figures, brand 
jjreferences. etc. Additionally, com- 
jilete store decorations with wire 
hangers. windf)W displa^ s, mas= floor 




displa) s, shelf talkers, etc., are set up 
periodically with such chains as Safe- 
way, Thriftimart. and Fox Markets. 

Basic economics prevent most com- 
panies from maintaining sales repre- 
sentatives in our areas on a perma- 
nent basis. In man)- cases, field men 
come to Las Vegas or Reno as infre- 
quently as t\s o or three times a v ear. 
Consequently, they cannot expect to 
'eceive the attention and display space 
that is ''earned" by local competitors 
. . . unless they can get the merchan- 
dising support through local media. 

Our sales force is in constant con- 
tact with the manufactui-er's territory 
representatives, as they are often in- 
strumental in helping us secure addi- 
tional advertising revenue. In seeing 
the tangible results of our merchan- 
dising support, they in turn encour- 
age their advertising departments to 
place campaigns in a market that 
otherwise \sould undoubtedly not be 
"on the list." 

It is our contention that media 
merchandising is going- to continue 
to grow in importance, particularly 
in smaller markets, and will become 
an integral phase of media buying on 
the agency level. We are preparing 
for this eventualit) by vs^orking close- 
ly with marketing and research per- 
sonnel of major companies, their re- 
spective advertising agencies, and 
with the grocers themselves. 



John C. Conn iff, merchandising mgr., 
UriP, Springfield, Mass. 
To provide our \^'\\'LP advertis- 
ers with top display space we have 
leased premium end-of-island loca- 
tions at the leading high-volume su- 
permarkets in the area. In addition 
we work closely with the various store 
managers, chain store buyers, local 
and regional food brokers in the mar- 
ket. All of our merchandising per- 
sonnel also take an active part in the 
food industry organizations in the 
area and have found that the good 
will developed through this effort has 
helped tremendously in building a 
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more effetcive merchandising climate. 

We have found that the follow- 
through in the merchandising effort is 
just as important as the initial con- 
tact. Consequently, when one of our 
advertiser's products is being promot- 
ed our WWLP staff visits all stores in 
the area, takes pictures of the dis- 



Surveys to 
determine 
display impact, 
store traffic 
by the hour 



plays and sends a brochure with a 
detailed report along to the advertis- 
er. One unique service our merchan- 
dising staff has accomplished from 
time to time is to conduct a survey of 
customer interest and purchase by 
observing the type of customer that 
buys an end-aisle display product and 
the number of customers during a 
given flow period in the store. This 
has given our advertisers an insight 
into the effectiveness of this type of 
merchandising in comparison to small 
shelf exposure. 

Another factor that we have found 
has aided us a great deal in making 
our over-all merchandising program 
a success has been the close liaison 
I we have built with the New England 
food brokers and representatives of 
the chain stores. Twice a ) ear we con- 
duct a combination merchandising 
seminar-social gathering in which we 
outline our aims and bring the inter- 
ested parties up-to-date on our operat- 
ing procedures. These gatherings have 
established a rapport with the people 
we deal with that has made our mer- 
chandising efforts doubly effective. 

Thus with all of our activities close- 
ly coordinated down the line with the 
brokers, product representatives and 
chain bujers we have been able to 
extend a valuable sales service to our 
advertisers at no extra cost. 
{Please turn to page 72) 




NO, THIS IS "KNOE-LAND 



(embracing industrial, progressive North Louisiana, South Arkansas, 
West Mississippi) 

JUST LOOK AT THIS MARKET DATA 

Population 1,520.100 Drug Sales i 40,35 \000 

Households 423,600 Automotive Sales $ 259 539,000 

Consumer Spendable Income General Merchandise J I4r 789,000 

$1,761,169,000 Total Retail Sales 5: 
Food Sales $ 300,486,000 

KNOE-TV AVERAGES 75.9% SHARE OF AUDiENC: 



:S"J255,000 



According to November 1959 ARB we average 75.9°i si ore of c dlence from 
Sign On to Sign Off 7 days a week. 



KNOE-TV 



C E S .ABC 
A Jomcs A. Noe Station 



Channel 8 Represented by 

Monroe, Louisiana H-R Television, Inc. 

Photo: EI Dorado Chemical Plant. Inorganic Chcwicnh DiiMon. Monsanto Chemical Cnm- 
panu producing fertilizer products for affricuUuve. El Dorado. Irkansas 
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IDEO TAPE IN ACTION: VICTOR BORGE IN "ACCENT ON MUSIC." MARCH 18. NBC-TV 




BORGE IS SPECTACULAR 

on ''Scotch" BRAND Video Tape 



Q 1 he af (-nt was on mu-ic on the Pontiac Star 
I'aradf .^(..-i ia!. March 18. And in it, Victor Borge 
Via- i>ii-turf-]>t'rfect thanks to the miracle of ' 
\iJe(i tajic. Tliou-ands of great momentt in tele- 
n. rannin2 from rebroadca^t of the knockout 
' )•■ a ' liamfiioii-hip fight, to a "live " look- 
'Hi . ri al that wasn't "live" at all. to a 
I rk production that appeared so 
• . ■ v,f'rf' telecast on "Scotch" br-OD 
a lD N i'J'»o tape has revolutionized the 




tele^^^ion industri". cut production costs sharplv 
and made schedules more flexible. It has pro\'ided 
more ideal rehearsal conditions, eliminated fluffs 
and minimized shooting time. It ha? brought 
about production possibilities limited onlv bj the 
imagination of the user. □ "Scotch" BR.i>D 
\ ideo Tape, like audible range and instrumenta- 
tion tapes, was pioneered by 3M research — the 
research that keeps 3M magnetic products first in 
proven quality for professional use. 



^^IHNESOT* ^^miKe ana ^/^i >i v r*ci ui i DC f>»rt,»t 

..WHtKt KtStARCH IS TK£ KtT TO TO»*0«ROW^^ 

«rrR ^ i-rdTndcmarl^ of 3M Co.. =1. P»ui6. Minn. Eiporl. 99 Pari Avt_>ei. York. Canada: London. Onlario. ?lS>&03MCo. 
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What's happening in V. S. Government 

that affects sponsors, agencies, stations 



WASHINGTON WEEK 



26 MARCH I960 

Cgfyrlght *9«0 
SPONSOR 
PUBLICATIONS INC. 



The first big FCC action since the change in chairmen illustrated the lack of 
change, ironically. 

The Commission struck a posture on "payola" and "plugola" ivhich seemed to be tough 
on the surface. It appeared to threaten the licenses of countless radio and tv stations. But 
closer inspection showed the toughness reserved for future violations. 

The memorandum was adopted imanimously, and would have been adopted if Doerfer 
had still been chairman. 

The fact is that the Commission is going do^\'n the line of propositions raised by the Con- 
gressional probes and its ovn programing hearings to find areas in which the commission, 
ers can reach unanimous agreement. This was another such area. 

In their zeal to make copy certain journalists may well have put too much emphasis on 
the Frederick Ford opinions as to what should be done pointing to an "FCC crackdown" dur- 
ing a "Ford Administration." It is essential for the industry to realize that this has been 
overdone. 

Ford on the commission and as chairman is a "middle of the roader," and as such it is 
undeniably true that his thoughts will often be close to those of the FCC majority. But 
he gets S500 per year more in salary, has the same vote as the other commissioners, and has 
no more power than they. This was never illustrated more dramatically than by former chair- 
man John C. Doerfer who was always speaking for himself and who almost never was re- 
flecting what tlie FCC might or might not do. 



The big question continues unanswered, as it was before Ford became chair- 
man: that involves how deeply the FCC will gel into programing. 

The final decision is put off on this for the same reason, that the Commissioners want to 
keep voting unanimously as long as possible before getting into matters on which there will 
be a split and dissenters. 

It still appears certain that the majority ivill vote to junk present application form 
program-percentage reporting in favor of a narrative description of community 
needs and efiforls to meet them. This would appear to mean a limited review of the over- 
all programing structure of stations in the light of their oiv-n estimates of community needs. 

It seems likely that T. A. M. Craven will be the only commissioner dissenting on the 
grounds this would go too far, but it is abo likely that at least one commissioner will sign 
with a statement to the effect that it doesn't go far enough. 



The FCC voted unanimously to the effect that acceptance of free records by a 
station, or even records at cut-rale prices, calls into play Sec. 317 which requires a 
sponsorship announcement. 

Payment of expenses for a remote by a station, or trip expenses to cover an out-of-town 
event, in the hopes that the station will broadcast it, abo calls for an on-the-air statement 
that the resulting broadcast is for "a consideration," it was ruled. 

"Trade outs," barter of air time for cash, products or services, would require 
on-the-air announcements. "Plugola," the arrangements, usually with station employees or 
program packagers for product mentions on programs sponsored by others, were placed be- 
yond the pale. And so it went. 

"Sanctions" may be apphed for past violations, the FCC made clear, but it stressed the 
fact that these and other practices named must stop immediately or there will be real trouble. 
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Significant news, trends in 

• Film • Syndication 

• Tape • Commercials 



FILM-SCOPE 



26 MARCH I960 
C*tyrliht I960 
SPONSOR 
PUBLICATIONS INC. 



The syndication division of Paramount Tele\'ision Productions has taken an 
important step in its bid to become an active force in the field : the establishment 
of a sales force of industry veterans. 

PTP's major interest is tape syndication, and its sales staff is said to be the first to be 
set up on a nationwide level expressly to sell tape entertainment in syndication. 

Albert S. Goustin, syndication director, named four divisional sales managers: Hank 
P. Long in the West, Lee Cannon in the midwest, George Gray in the northeast, and Alton 
Wliitehouse in the southeast; also, Harold Danson was named New York City account 
executive. 

Goustin and four of the five new PTP men are Ziv-trained, and Goustin's goal is to 
reach for PTP the prominence in tape that Ziv had in film. 

There'll be two more divisional managers to be named, in the southwest and in the cen- 
tral district. 



There's a flurry of new production activity in short animations designed for 
integration into local children's programs. 

Here are four examples: 

• Animation Associates of Hollywood is preparing 100 3^ minute episodes of Q. T. 
Hush, Private Eye to be distributed by M & A Alexander Productions. 

• Cinemagic Corporation, a new company, was formed to syndicate Hound For Hire, a 
series of 55 five minute cartoons produced in France and Yugoslavia and processed in Eng- 
land and Germany. 

• CBS Films plans to bring out Deputy Dawg, produced by Terrytoons; it is a series 
of five to eight minute cartoons. 

• CNP has Henry and His Claymates, a group of 104 five minute color stop-motion ani- 
mations, co-financed with Fremantle International and produced by Art Clokey. 

Incidentally, the CNP-Fremantle agreement is a very unusual one: the two companies, 
which are co-financiers of the series, will divide up the distribution as well, CNP in the U.S. 
and Fremantle in other countries. • 



Fremantle states it is definitely not going into the domestic distribution busi- 



ness. 



Fremantle International handles foreign distribution for several U. S. syndications and 
has no intention of going into competition with them. 

However, Fremantle will co-finance two series that other companies will distribute 
in the U. S. (see FILM-SCOPE, 19 March). 



SjTidicated and locally-produced hour-long documentaries are coming up with 
some excellent ratings against major network competition. 

Screen Gems' Medicine 1960 on its o-vra station KCPX-TV, Salt Lake City, earned a 28.0 
Trendex on 11 March, compared to a 15.6 ARB for the last previous report on the same time 
period. 

Similarly, WPIX's own Adolph Hitler on WPIX, New York, scored an incredible 49.7 
ARB on 25 February. 

Screen Gems has sold Medicine 1960 to 26 stations. 
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FILM-SCOPE continued 



INTA's Play of the Week has been sold in eight more markets, bringing the 
show's market list up to 24. 

In Cleveland, Society- National Bank will sponsor the show monthly for two years on 
WJW-TV through Griswold-Eshleman agency. 

However, Jersey Standard, which purchased the show for New York and Washington, has 
dropped its options for five or six additional markets. 

Apparently Jersey Standard is using the show strictly for public relations purposes. New 
York and Washington being key cities for opinion leadership in the nation. 

Behind Jersey Standard's move is the fact that its marketing subsidiaries. Humble and 
Esso, recently became national in their distribution pattern; Jersey Standard has been under- 
standably sensitive to public reaction ever since the Supreme Court dissolved the old Standard 
Oil Company as monopolistic almost 50 years ago. 



Foreign sales often put shows into the hlack when their domestic business for 
the first run just breaks even on negative costs. 

Warner Bros., for example, has notched off S5 million in profits through foreign sales, of 
which S3 million are to English-speaking nations such as Great Britain and Aus- 
tralia. 

Part of this Warner Bros, foreign profit is from sale of hour-length tv series for theatrical 
distribution — a completely unexpected market; the entire profit, in fact, has been described as 
far beyond the company's projections. 

Tape producers have discovered a new source of revenue in the educational 
and fund-raising campaigns of labor unions. 

Giantview Television of Detroit produced five 15 minute programs and five 60 second 
promotional spots for the political education committee of the AFL-ClO through the UAW tv 
department. 

The union has a co-op arrangement with its locals and other organizations, which can 
get the series \dthout cost if they buy time. 



Rod Erickson and William Byles have formed CanTel, Ltd., to package live 
and video tape programs in Canada. 

The Canadian market for Canadian product is expanding vastly because of quotas on 
U. S. product and a major increase expected in stations in operation. 

Half of CanTel is owned by Erickson; Byles is head of Storin-Byles, representatives. 



More than 50 recurrent questions on video tape in tv commercials have been 
answered in non-technical language in a useful booklet prepared by ISTA Telc- 
studios. 

A dozen areas are surveyed that commercials men thinking of video tape should know 
about — coverage, compatability, costs, production, witing, special effects, editing, copymg, 
shipping, storage, standardization and tape terminology. 

Tlie death of John Howell last week came as a stunning loss to those who 
knew him. 

At 40, he was v.p. and sales manager of CBS Films and one of the most highly regarded 
men in the film industry. 

A successor to the post will probably not be named for several weeks. 
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SPONSOR HEARS 



There's a rumor among network newsmen that CBS News has approached 
James Hagerty, President Eisenhower's press secretary, about eventually joining it 
in an executive capacity. 

Before he went with Thomas Dewey in Albany, Hagerty did politics for the New York 
Times. 



Minnesota Mining, agented by BBDO's Minneapolis office, is said to be ihow- 
ing an interest in becoming a major stockholder in the Mutual Network. 

Naturally, the new buyer would use the network to promote its ScotchTape and oth- 
er consumer product§. 



Even though CBS TV would have had it otherwise, Markham stays on the network 
through September for both Renaidt and Schlitz. 

CBS wanted the Thursday night spot as of the end of June but Kudner, acting 
for Renault, reminded the network it had a 22-week contract which was binding until 
the third week of September. 



This shows how determined the Motion Picture Academy is to keep its 4 April 
Awards telecast clean of commercial entanglement: It turned do-wn a P&G offer of 
§25,000 just to cooperate in the half-hour Pre-Oscar party that night on NBC TV. 

The P&G event (in behalf of Lilt via Grey) eventually simmered do%vn to a taped seriei 
«»f interviews at the Brown Derby of stars bound for the Awards event. 



N. W. Ayer may do a William Esty shortly: ask stations to submit copies of 
their radio logs preliminary to renewing spot contracts. 

Obvious purpose: to check product protection and spacing of commercials. 



ABC TV is doing quite kindly by Brown & Williamson on buys for next season 
because of B&Ws graciousness in p idling out of the fights in behalf of Gillette. 

B&W will be in Surfside 6, Naked City, Stage Coast West and also sponsor the Post 
Fight program. On CBS it's staying with Wanted Dead or Alive and Lucky. 



Reps concerned with tightening up on the summer slack in spot tv might borrow 
a sales angle that has proved successful among regional accounts in the southwest. 

These regional advertbers solve the problem of maintaining a tv image through their 
slack months by switching from their heavy peak-season minute commitments to a 
package of I.D.b. 



The making of tv commercials has become so highly specialized that when 
youngsters are used, the producer recruits a photographer steeped in child psy- 
chologj-. 

His job is to induce the exact emotional effect desired. One of the more active of 
these Svengalis is Joseph Schneider. 
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buys Kansas City too 



Big things happen to Kansas City. It's chosen 
for the world premiere of the new musical, "Tom 
Sawyer." It's the scene of the dedication of "St. 
Martin of Tours," last sculpture completed by the 
great Carl Milles. New trafficways and airports. 
Steadily rising buying power. Record breaking 
department store sales. 

Kansas City's a moving, imaginative, responsive 
community of more than a million. And Kansas 



City responds— so say ARB and Nelsen— to 
KCMO-TV more than any other televis or station. 
Month after month, more quarte-- h^ur f rsts for 
KCMO-TV. 

The reason? Because v"- f jgram to get the 
audience. Because vie b' ■ ji.ar^ at maximum 
power from America'; '9.-: ' "e f-supported tower. 
Because Kansas City 'he big clear picture 
on the world fron rC'O-TV. 



KCMO--TV® 

Channel 5 



rR9 Tp|pui<;inn / ^ ^- Hartenbower, Vice President 
M . / and General Manager 

NetWOrK / Sid Tremble, Station Manager 
The Tall Tower at Broadcasting House • Kansas City, Mo. 



SYRACUSE WHEN 
PHOENIX KPHO 
OMAHA WOW 
TULSA KRMG 



WHEN-TV The Katz Agency 

KPHO-TV The Katz Agency 

wow-TV John Blair & Co.— Blair-TV 
John Blair & Co. 



Represented nationally by Katz Agency. 
Meredith stations are affiliated with BET- 
TER HOMES AND GARDENS and SUC- 
CESSFUL FARMING magazines. 




Sign of a 
Satisfied 
Advertiser 
on San Antonio's... 




ABC Television in Son Antonio . . . 
the Greatest Unduplicoted live 
Coveroge in South TexasI 

Represented by 
THf KATZ AGENCY 




National and regional buys 
in work now or recently completed 

SPOT BUYS 



TV BUYS 

General Foods Corp., Post Div., Battle Creek: Gravy Train dog 
food schedules kick off 11 A])ril for eight ueeks; night minutes, 
ehainhrcaks and 20's. Jordan Schreiher and Ted Distler buy at 
Benton & Bowles, New York. Tang orange concentrate goes into 
about 25 markets first week in April for four weeks \vith prime 20's 
and lO's. Roger Jones is the bujer at Young & Rubicam, New York. 
Kool Aid, a Jell-0 Division product, starts in early April for a 
summer run. Foote. Cone & Belding, Chicago, is the agency. 

Colgate-Palmolive Co., New York: Placing schedules of night 
minutes for various j)roducts to start in April. Spree, through 
McCann-Erickson, New York, is being set for .52 weeks. Dominie 
Jmhornone bu)s. Palmolive Soap, through Ted Bates, New York, 
runs through the end of the year. Buyer is Russ Barry. 

National Carbon Co., div. of Union Carbide Corp., New York: 
Test schedules kick off 28 March for six weeks in various markets for 
Prestone Car Polish. Nighttime minutes are being placed, six to 10 
spots per week per market. Buyer: Jack Nugent. Agency: Wm. Esty 
Co., New York. 

Corn Products Co., New York: Schedules start in April in about 
10 markets for Karo syrups and Niagra Instant Laundry Starch. 
Day and fringe night 60's are being lined up for 13 weeks, fre- 
quencies depending on market. Buyer: Bob Kutche. Agency: Lennen 
& Newell, New York. 

RADIO BUYS 

Esso Standard Oil Co., New York: The top eastern markets are 
getting schedules for Esso gasolines and Esso Heating Oil. Schedules 
for its gas start 1,5 Apri] for 27 weeks, morning and afternoon 
traffic minutes and CO's. 'J'he heating oil schedules arc short-term, 
begin on a staggered basis in the latter half of Ai)ril using day min- 
utes. Bu)cr: Joe Granda. Agency: McCann-Ericksou, New York. 

The Gillette Co., Boston: Cani])aign for its Right Guard men's 
deodorant begins 9 May and runs through 19 August. Schedules 
of 30's are being bought for 13 weeks in about 17 markets. Buyer: 
Judy Maurston. Agency: Maxon, Inc., New York. 

RADIO-TV BUYS 

Wm. Wrigley Jr. Co., Chicago: Cam])aign for Double-Mint is still 
expanding in both radio and tv, to fill up all holes. In radio, day 
and traffic minutes of fairly heavy frequencies are being placed for 
52 weeks, and now ]jractically every market in the country is covered. 
In tv, Wrigley is buying more minor markets, s\vitching from 26 
weeks firm to 52 weeks with a two-week cancellation clause in most 
instances. Minutes and cbainbreaks arc being used, varying fre- 
quencies. Agency: Arthur Meyerhoff & Co., Chicago. 
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KFMB^TV 
SAN DIEGO 
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A TRANSCONTINENT STATION 



CHANNEL 8 




RADIO BASICS/MARCH 



Facts & figures about radio today 

1. CURRENT RADIO DIMENSIONS 



Radio homes index 



Radio station index 



1960 1959 



SO.l 
radio 
homes 




49.S 
radio 
homes 



S2.0 S1.4 

U.S. homes U.S. homes 

Source: 1 -Tan. 19C0. KPOXSOR: 1 Mar. 
19j9. a. C. Nielsen: homes figures in millions. 



Radio set index 



Set 

location 



Home 
Auto 
Public 
places 

Total 



1960 



1959 



106.007,095 98.300,000 
40.387,449 37,900.000 

10,000,000' 10,000.000* 



156.394,544 146,200.000 



Soiiirc; K.\n. 1 .Ian. IWO, 1 Jan. 19.i9. 
■etj In worltlne order. *No new Inrormatloo. 





End of February 1960 






stations CPs not 
on air on air 


New station 
requests 


New station 
bids in hearing* 


Am 
Fm 


1 3,462 1 79 
1 696 1 152 


1 583 
1 78 


1 241 
1 36 




End of February 1959 




Am 
Fm 


1 3,339 1 119 
1 591 1 134 


1 490 
1 44 


1 122 
1 26 


Source: VCC 


niont]il.v leporls. commercial station.*. 


'.January, earh 


year. 




Radio set sales 


index 




Type 


Jan. 1960 |an. 1959 


12 months 
1959 


12 months 
1958 


Home 


803,388 700.490 


8,897,451 


8,631,344 


Auto 


632,461 420,052 


5,555,155 


3,715,362 


Total 


1,435,849 1.120.542 


14,452,606 


12,346,706 


Source: Electronic Industries .\ssn. Home tigures are estimated 
figures are f.lc(olT [trodutlion. Tliese figures are of U.S. production 
|)lionogra|))is add anotlier 15-20''^ to tlie Iiosne .«ales figures. 


retail sales, auto 

only. Kadios in 



1 1 ill 



2. CURRENT SET SALES PATTERNS 

In-home radio listening during winter hours 

iiiiiiiiiiiriii;;i!iiiiii;iiii;iiiiiiliiiiiliiiiiiiiiiiiiiiiliiiiiiiiiiiiiiiiliiiiiiliiiiiliiiiili^ 



(000) 



8,258 



7,220 7022 



6,082 



NPW YORK TIME 



9 10 II 12 
MORNING 



4.896 



4,253 



4,64& 



3,016 



2,374^ 



2.176 



OOO) 



? 3 
AFTERNOON 



S 6 7 8 9 10 II 12 

I EVENING 



- MONOAY THRU FRIOAY- 



MONOAY THRJ SUNDAY 



Suurre- \ r Nielsen Co., Ihtenlng per average minute in thousands of homes, January, 1900. 



: IIIIIIMl. 



...iiiiiiiiiiiiiiiiiiiiiiHiiiiiiiiiiiiiiiiiHiiiieiiiiiiiiiiiiiiiiiiiniiiiiiiiiiiiiiiiiiiiim^ 
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L HOW IS IT POSSIBLE 
FOR ONE STATION TO EARN 
79% OF LOCAL BUSINESS? 

It's true m Des Moines, Iowa, where KRNT-TV 
has had over 79% of the local business in 
this major 3-station market for 3 years! 



There is nothing so satisfying as doing busi- 
ness with people who know what they're 
doing and where they're going. Leading local 
and national advertisers have known for 
years that the "know-how, go-now" stations 
in Des Moines are KRNT Radio and KRNT-TV. 

They have confidence in the ability of our 
people to make their radio and television 
investments profitable. It seems clear that 
for these astute advertisers, there is nothing 
so satisfying as radio and television fare 
presented by good, honest, experienced air 
personalities who know what they're doing. 

From surveys made several times a year for 
the last several years, it seems evident that 
the people of Central Iowa like to listen to 
and view our stations. 



Latest F.C.C. figures show KRNT-TV handled 
over 80% of ALL the local television adver- 
tising placed in this three-station market. 
The year before, over 79% . . . and the year 
before that, over 80%. Our local RADIO 
business in a six-station market has always 
exceeded that of our nearest competitors by 
a country mile. 

We know for a fact that these figures are 
merely a reflection of our public acceptance 
. . . our long-standing excellence in public 
service . . . reliability that is vital in all selling! 
We believe this to be true: the ones that 
serve are the ones that sell in Des Moines. 

People believe in and depend upon these 
stations. Check the ratings, check The Katz 
Agency, check the cash registers. 



KRNT 

RADIO and TV 



COWLES STATIONS 
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REPRESENTED BY THE KATZ AGENCY, INC. 

6S 



NEWS & IDEA 

WRAP-UP 



ADVERTISERS 



iNetv^ork tv during 1959 saw an 
increase of 51 advertisers over 
1958 — bringing the client list to 
a total of 320 companies invest- 
ing S627.3 million in the medi- 
um last year. 

Here are the estimated expendi- 
tures of the top 10 network advertis- 
ers for 1959, as compiled by LNA- 
BAR and released bv TvB: 



NORSIN' AROUND . . . Jerome Cour+land, 
star of new United Artists tv series Tales of 
fhe Vikings, tales time out during whirlwind 
tour of U.S. to pose in costume with Albert 
Gordon, Jr., asst. gen. mgr. of Gordon's 
Bread, Los Angeles sponsor of the series 



SOMEBODY, PINCH HER! Incredible as it 
seems, Mrs. Jo. Woodie's 20-year-old pipe- 
dream — to meet idol Nelson Eddy — finally 
came true, thanls to WFLA's (Tampa) Bob 
Jones (at couple's left). Jones worked fast, 
set meeting for Eddy's visit to St. Petersburg 









GROSS 


RANK 


ADVERTISER 


TIME COSTS 


1. 


P&G 


$50,293,552 


2. 


Lever 


32,734,955 


3. 


American Home 


28,109,458 


4. 


Colgate 


22,478,524 


5. 


General Foods 


20,890,321 


6. 


General Motors 


20,021,744 


7. 


R. J. Reynolds 


16,123,827 


8. 


Gillette 


13,642,174 


9. 


Sterling 


12,975,463 


10. 


General Mills 


12,919.237 









Campaigns: 

• Guild Wine this month launches 
the most intensive national campaign 



16-DAY HAWAIIAN TOUR, promoted by 
WWDC (Wash., D. C), attracted 62 guests 
in quest of a pleasure trip. Holding ban- 
ner for the departing group are station's 
pres. Ben Strouse (I), and Art Brown (r) 




NAVY PICKS TV FILM. One-hour documentary film on anti-submarine warfare, shown over KFMB-TV (San Diego) was presented to Secty. 
of Navy William B. Franle (I) for Navy tv recruitment programs, by station's gen. mgr. George Whitney. With them: Congressman Bob Wilson 





I in its histor\ . The initial phase of it 
will begin in 38 markets via spot ra- 
dio, centering around a "Guilding" 
n theme. Ageiicj": Coinpton, San Fran- 
1 cisco. 

t • Aiiieril Drug Co., \ew York. 
[ has alloted S200,000 for a spot radio 
r promotion in behalf of Alkaid and 

Cloramint. The campaign: Sixty- 
^ eight stations are being used in 23 
■ markets, with 30 spots per week 
1 scheduled for each station. Agency. 

Kenneth Rader Co., New York. 

i FTC notes: BioMii & Williani- 

] soil, and its agency, Bates, has 

I signed a FTC consent order agreeing 

t to stop its tv commercials which claim 

I that the filter in Life cigarettes ab- 

' sorbs or retains all of the tars or nico- 

j tine in the smoke . . . Standard 

' Brands ( Bates) has denied FTC 

I charges that its "Flavor Gems" tv 

' commercial for Blue Bonnet mar- 
garine is deceptive. 

Adell Clieniieal Co. (Lestoil, Les- 
tare), is considering an offer of pur- 
chase. The identity of the prospec- 



tive bu)er has not been re\'eale(l. 

Strictly personnel: Jay Salamon, 
general sales manager of ASH Prod- 
ucts, lias been appointed director of 
marketing. 



AGENCIES 



Marion Harper, Jr., took off at a 
luncheon nieetin" of Cliicasro's 
Exeeutive Club this week on the 
esoteric thesis that often peo- 
ple have enough discretionary 
money but not enough discre- 
tionary time to spend it. 

On the subject of leisure, he said: 
"Television continues to be a domi- 
nant interest: adults — men and wom- 
en o\'er 19 — today spend 85% as 
many hours watching television (dur- 
ing the fall-winter schedule) as all 
the gainfully employed spend at work. 

Evelyn Vanderploeg, broadcast 
media supervisor at Arthur 
MeyerliofF, and one of the most 
highly thought of Chicago time- 



buyers, was killed in last week's 
jet uirline crash in Indiana. 

The recent Wrigle) s])ot campaign 
(both radio and t\ ) is one of the 
major campaigns with which she was 
identified. Before the Mejerhoff as- 
sociation, slie was with the old 
Schwimmer & Scott agenc). 

Agency appointments: Chrysler's 
Dodge car (hilling .$17 million) and 
truck (billing S4 million J divisions, 
from Grant and Ross Ro}, respec- 
tively, to BBDO; IMyniouth (billing 
S25 million) -DeSoto-Valianl fS8 
million) divisions, to N. W. Aver. 
BBDO previously handled DeSoto 
and Valiant while Ayer already had 
Plymouth. (For details, see A'FWS- 
MAKER OF THE WEEK, page G.) 
. . . Ekeo Products, housewares and 
connnercial baking equi])ment manu- 
facturer, billing Si. 5 million, from 
D-F-S, to Doyle Dane Bcrnbach. 
Chicago . . . Micro-Lube, oil and 
gasoline additive manufacturers, to 
Grant Advertising, Dallas . . . The 
Chicago and North Western Railway 
System, to Compton. Chicago . . . 




SEEKING SUCCESSOR fo Harold E. Fel- 
lows, former NAB pres., is job of Selec- 
tion Comm., whose chmn. Howard Lane (I), 
KOIN-TV (Portland, Ore), and v. cUn. 
Payson Hall, radio & tv div., Meredith 
Pblg. Co. (Des Moines) discuss possibilities 




NO FOOLIN'! In time for I April, and 
thinking along lines cuckoo. Bill Putnam, 
pres. WWLP-TV (Springfield, Mass.), sets 
up cuckoo clock as new official station 
timer. Anyone care to take him seriously? 



CAME BY PLANE, GREETED BY BUSS ... and loving it, is Chun King's ad mgr. Tom Scan- 
Ion, whose arrival in Detroit on cold day drew warm welcome from WWJ-TV's Leah O'Grady 
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AdiiM'ii on the move: Itryaii Hous- 
ton, elected president of F"!elclier 
Ri( iiaiil.-. Calkins & iloldeii . . . Stu- 
arl I.ikIIiiiii. Kiidiier t\ v.]). has re- 
■iijineil to join lluntiii<;ton Hartford ? 
international tv organization . . . 
S\«lii«'\ 3lorroll. nan'ed executive 



\.p. of Connnunications Affiliates . . . 
Alan I'erry and Kicliard Wliite, to 
\.p.'? and McDonald Gill<;8pie, 
elected to the executive committee of 
BBUO . . . Frank Dowd Jr. and 
HuHs Ford, to v.p.'s of DCSS . . . 
Lawrence Marks, to v.p. and direc- 
tor of radio, tv at Dunay, Ilirsch & 
Lewis, New York . . . Victor Katner, 
to v.p. in charge of planning and 
Kohert Dwyer, to v.p. in charge of 
\^'est Coast operations for Grey Ad- 
vertising . . . Donald Porteoiis, 
elected to Gardner's board of direc- 




Your Jacksonville 
Advertising Picture 
Isn't Complete • • • 

With the help of mighty tools like this new 55,000-car-a-day 
Expressway, the city of Jacksonville thrives . . . and grows! 
By giving its city the most of what it wants first, Radio Station 
WPDQ has become a tool with equal might. With irreproachable 
editorial and advertising policies, prime-time public service 
programming, just the right combination of music, news, and sports, 

PDQ has earned the unwavering faith of its listeners. As you 
r e your Ad plans . . . plan to deal with the leader of them all. 
.['•cksonville advertising picture isn't complete . . . 

«• • ^ •Without. • 



REPRESENTED BY 
VENARO. RINTOUL AND MCCONNELL. INC. 
-JAMES S. AYERS, SOUTHEAST 
SOOO WATTS eOO KC 
JACKSONVILLE, FLORIDA 




tors . . . F)tl\>artl Jaiicew icz, to v.p. 
of Arnold & Co., Boston . . . William 
Thomas, appointed director of ra- 
dio/tv and media of Tatham-Laird, 
New York . . . Carl Buffington, to 
head of the radio/tv production de- 
partment at Morse International. 

Kesignation: Thomas C. Butch- 
er, as president of Brown & Butcher, 
which recently lost the B. T. Bahhitt 
account. 



FILM 



The sale this week of NTA's Play 
of the Week to eight additional 
stations brings the total sale of 
that show to 24 cities. 

The eight stations are: WPST-TV, 
Miami; KREM-TV. Spokane: KIXG- 
TV, Seattle; KGW-TV, Portland; 
KPRC-TV, Houston; KFJZ-TV, Dal- 
las-Ft. Worth: KBOI-TV. Boise, and 
WSM-TV, Nashville. 

International: Fremantle Interna- 
tional has sold WPIX's The Secret 
Life of Adolph Hitler and/or its oth- 
er documentaries, The Russian Revo- 
lution and The_Cold War in Ger- 
many, Italy, Mexico, Sweden, Den- 
mark, Finland. Switzerland. Portu- 
gal and Canada. 

Commercials: A commercial pro- 
duced by Animation, Inc., for Mi- 
das Mufflers (Edward H. Weiss) fea- 
tures 57 seconds out of 60 without 
any voice announcement . . . Music 
Makers has completed radio and tv 
commercials for Betty Crocker Cake 
Mix (BBDO) on the theme, "It's So 
Nice to Have a Cake Around the 
House." 

Promotion: Merchandising special- 
ist Allen Stone termed Ziv-UA's 
Home Run Derby a "natural" for 
licensing ... A promotion by WAGA- 
TV, Atlanta, for Bugs Bunny cartoons 
came up with the name Rabbit E. 
Lee . . . Former President Truman 
was awarded a Tombstone Territory 
badge by Ziv . . . American Tobacco 



W N J R 

1st in new york 
dee. negro pulse 

(BASED ON U.S. CENSUS) 



The No. 1 Buy In '60 60 On Your Dial 
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sent MacDonald Carey, star of its 
Lock-Up series, on a o-city personal 
appearance tour in Tennessee, Indi- 
ana and Illinois . . . CNP's Pony Ex- 
press will be promoted with a re- 
enactment of the 2,000 mile mail run 
to Sacramento . . . WJSN-TV, Mil- 
waukee, has set three plastic bottles 
adrift in Lake Michigan to promote 
UA-TV's The Viking; finders will 
win a year's supply of Pepsi-Cola . . . 
Ziv-UA properties ^vhose musical 
themes are available on recordings in- 
clude Men Into Space, Highway Pa- 
trol, Sea Hunt and Bat Masterson. 

Trade notes: UA-TV notes that 
The J'ikings was omitted from a Tele- 
pulse chart carried 27 February in 
SPONSOR. 

Strictly personnel : Robert L. Mil- 
ler appointed administrative assistant 
to Richard Carlton, Traus-Lux Tv 
sales v.p. . . . Burton H. Hanft has 

left Screen Gems to become talent 
and program contract v.p. at NBC TV. 



NETWORKS 



CBS, Inc. reported sales and 
profits in 1959 hit the highest 
mark in the company's 32-year 
history. 

The figures: 

fl) Consolidated profits totaled 
$25.2 million for the fiscal year as 
compared to $24.4 million earned in 
'58. (2) Sales totaled S444.3 million 
—up 8% over $411.8 million in 1958. 

Other highlights of the network's 
operations during '59 included: 

• CBS TV, for the sixth consecu- 
tive year, ^vas the world's largest ad- 
vertising medium, attracting the larg- 
est average audiences in network tv. 

• CBS Radio drew larger audi- 
ences to advertising messages in '59 
than any other radio network. 

• CBS News provided 18^r of the 
programing for CBS TV and 30^ 
for CBS Radio. 

NBC last week sold its Washing- 
ton stations (WRC-AM-FM-TV) to 
RKO General, Inc. for $11.5 mil- 
lion, and exchanged its Phila- 
delphia properties for RKO's 
Boston stations. 

The exchange, subject to Depart- 
ment of Justice and FCC approval, is 
a result from the RCA-NBC consent 



decree entered last September re- 
quiring the network to dispose of its 
Philadelphia outlets. 

The NBC stations in Philadelphia 
are WRCV-AM-TV; the RKO Gen- 
eral stations in Boston are WNAC- 
AM-TV. 

Network tv sales : Johnny Staccato 
starts on ABC TV tomorrow (Sun- 
day). 10:30-11 p.m., for Alherto- 
Culver (Wade) . . . NBC TV re- 
ports five daytime purchases rep- 
resenting SI. 5 million. The adver- 
tisers: Coty, Brown & Williamson, 



Sweets Co. of America, Proctor Elec- 
tric and Rexall Drug . . . Renewal: 
General Cigar (Y&Rj, for its alter- 
nate-week sponsorship of The Deputy 
during the 1960-61 season on NBC 
TV. 

Network radio sale: This h Zsa 
Zsa began a five-minute, five-a-week 
series on ABC Radio last week for 
Exquisite Form Brassiere I Regal 
Advertising) . 

Strictly personnel: Burton llanft, 
to NBC ^'.p.. talent and program con- 




VENARD 
RINTOUL 
& McCONNELL, INC. 

Offers you experience 




VENARD, RINTOUl %. MiCONNELl, INC 

TV 4 Radio Station Rep^'^st I'ct ves 
NEW YORK CHICAGO OnROlI LOS ANGELES SAN fRANCISCO DAllAS 



NAB Convention Headquarters Suite 2100 Conrad Hilton 
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YOU 
KCAN'T 
KCOVER 

TEXAS 

without 



KCEN-TV 




MISSING LINK! 

between Dallas-Ft. Worth 
— Houston and San 
Antonio markets . . . that's 
the big Waco-Temple 
market dominated by us. 

li I. 

CHANNEL 

BLAIR TELEVISION ASSOCIATES 

-Vn/ionoi Repregenlativet 



tract administration . . . James 
Liirkiii. to business manager of the 
International Division of ABC . . . 
Four appointments in sales planning, 
\BC TV Network Sales: Dave Hcd- 
Icy. director, program presentations: 
\icli(>la.« Gordcjii. director, sales de- 
\elopiiient: Raymond Eicluiianii, 
director, client presentations and 
sales promotion: and Ronald Pol- 
lock, manager, sales development. 



RADIO STATIONS 



NAB this week announced the 
llienie and plans for National 
Radio Moiilli. to he celebrated in 
>Iay. 

The theme: "Radio . . . Heart Beat 
of Main Street.'' It vill emphasize 
that radio stations are the focal 
points of the communities they serve. 

Ideas at work: 

• Lucky match proiiiolioii: 
KEWB, San Francisco, is currently 
distrihuting more than one-half mil- 
lion match folders, all bearing "lucky"' 
serial numbers. The idea: Station is 
making these available through a va- 
riety of retail outfits, and is promot- 
ing it via on-the-air announcements. 
Next week station will air the lucky 
winning numbers, good for cash 
prizes. 

• Balloons are hiisiiiig out all 
over: KWIZ, Santa Ana. Cal., 
dropped from a helicopter, some 10,- 
000 balloons to kick-off "Balloon- 
Bustin' Dollar Days"' for the down- 
town merchants of Garden Grove. At- 
tached to each balloon was a circular 
identifying the merchants involved. 
Station also aired a direct broadcast 
from the scene of the sale via its mo- 
bile buses. 

• Paid-in-fidl: During a recent 
record-shattering snowstorm in Ashe- 
ville, N. C. WLOS aired public serv- 
ice announcements for local busi- 
nesses. Afterwards, station sent a 
'■paid" bill to each one as a reminder 
of the service they had been ren- 
dered. Attached to the bill was this 
note: "Advertising with WLOS does 
not cost, it pays." 

-NAB Convention notes : FCC chair- 
man Frederick Ford will be the fea- 
tured speaker at a luncheon 5 April, 
replacing John Doerfer. Clair Mc- 
C()lloii::li. of the Steinman Stations 



will keynote the Chicago convention. 

Aleeling note: Daytime Broad- 
casters Association will meet 3 
April, 11 a.m. to 1 p.m. in Room 14 
of Conrad Hilton Hotel in Chicago. 

The FM Development Conimil- 
lee's plan at the NAB convention 
in Chicago 3-6 Ajjril include 
pulling its medium in the spol- 
liglil for the day, at least. 

Chicago's Mayor Daly is lending a 
hand bv designating the third as FM 
Day. 

New mcmhers: Recent subscribers 
to Radio Press International news 
service include WERE. Cleveland; 
WERC. Erie. Pa.: WLEC. Sandu%, 
Ohio; and WICA, Ashtabula, Ohio. 

Nev* raleeard: WRCA, New York, 
has come out with a "radically rede- 
signed ' ratecard which provides vir- 
tually instantaneous tabulation of an- 
nouncement buys in practically all 
conceivable combinations. Emphasiz- 
ing simplification, it includes Q) 
rounded dollars instead of the deci- 
mal factor and !2) an easy-to-read 




Meet 

McGAVREN T-V 

NEW YORK . CHICAGO . DETROIT 
SAN FRANCISCO • LOS ANGELES • SEATTLE 

FOR FACTS ABOUT NATIONAL SALES 

. . . aak the man who knows! 



at ttie 

EXECUTIVE HOUSE 



DAREN F. McGAVREN, President 
KEN JOHNSON, Executive V.P. 

N.A.B. CONVENTION 
April 3rd thru 7ih 
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table showing costs with discounts 
already built-in. 

Tliisa 'n' data: WIL, St. Louis, 
last week sent to the industry St. 
Patrick's Day ties, with a note at- 
tached to serve as a reminder "that 
you enjoy the Luck of the Irish every- 
day when you use WIL" . . . David 
YarnelL associate program director 
of New York, will be guest 

speaker at the broadcast-media ses- 
sion of the annual CARE field staff 
conference 30 March . . . Sports note: 
WINS, New York, will air Giant 
baseball during the 1960 season. 

Kudos: Frank Palmer, general 
manager of WFBG-AM-TV, Altoona, 
Pa., voted one of the state's three out- 
standing young men in 1959 by the 
Pa. Jr. Chamber of Commerce . . . 
WQA3I, Miami, awarded for the 
best over-all radio prof;ramiiig. South- 
ern states, and WABC, New York, 
named for the best news program on 
radio. Atlantic states, by the Tv-Radio 
Mirror . . . W^GBS, Miami, recipient 
of two awards at the meeting of 
Goodwill Industries of Dade County 
. . . Paul Godofsky, president and 
general manager of WULI, Hemp- 
stead, Long Island, named consultant 
and radio committee chairman to 
Better Business Bureau of Long Is- 
land . . . Tidewater Teleradio 
fWAVY-AM-TV, Norfolk-Ports- 
mouth-Newport News) honored by 
the Tidewater Units of the Marine 
Corps Reserve for its efforts and co- 
operation with the recruiting pro- 
gram . . . Tafl Broadcasling Co. . 
received official commendation for its 
public service from the Governor of 
Alabama. 

Station staffers: J. M. Higgins, 
elected v.p. and director of Wabash 
Valley Broadcasting Corp. (WTHI- 
AM-FM-TV. Terre Haute) . . . Rob- 
ert Kindred, to v.p. and general 
manager of General Broadcasting 
Services of Iowa (KYKW, Des 
Moines) . . . Stephen Crowley, to 
general sales manager of KVI, Seattle 
. . . Peter McGovern, to v.p., man- 
aging director of Western Division, 
Radio Hawaii. Inc. . . . Robert 
Knoles, to commercial manager. 
WPEO, Peoria . . . Harold S. 3Ied- 
en, named promotion manager of 
RAB . . . Robert LaChance, to local 
sales manaser for WPRO. Providence, 



GET THAT EXTRA 




PUSH 



You know that it's the extra push that makes the difference 
between an average campaign and a "Red-Letter Success." 
You get that EXTRA PUSH when you buy WOC-TV 
WOC-TV effectively specializes in co-ordinating and mer- 
chandising your buy at every level — the broker, whole- 
saler, direct salesman, key buyer as well as the retail outlet. 

This "togetherness" sells products in the nation's 47th TV 
market. More than 2 billion dollars in retail sales ring on 
the retailer's cash register Over 438,000 TV homes are 
within the 42 counties of WOC-TV's coverage area. 



To the National Advertiser, 
WOC-TV offers the greatest 
amount of local programming — 
over 33 hours each week — and 
the finest talent in the area put 
these programs across. 





PRESIDENT 

Col B. J Palmcf 
VtCE PRES 4 TREASURER 
D D. Palmer 

EXEC VICE PRESIDENT 

Ralph Evan» 

SECRETARY 

Wm. D Wagnet 
RESIDENT MANAGER 

Ernni C. Sandrri 
SALES MANAGER 

Pai ShaSci 


THE QUINT ClllES 

DAVENPORT 'I 
DETTENDDRf J '^^'^ 

ROCK ISLAND ^ 
MDLINE > ILL 
EAST MOLINF J 


channel 


PETERS. GRIFFIN WOODWARD. INC fXFH 



Your PGW Colonel has all the 
facts, figures and other data as 
well as day by day availabilities 
See him today. 
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NO CAUSE 
FOR ALARM! 

... if your 1960 SPONSOR 
a(l\('rti<in<r ronlrart is al- 
ready ciilcrcd. 1960 uiil l)p 
the liollcj.1 rialioiial tf])ol 
vcar in liislory. And \v<' 
mean holli Iv ami radio. 
Your raiiipaiprii in Sl*().\- 
SOH — the l)0()k tarp-lfd at 
spot buyers — will make 
your rt']) inighly happy. 



(» _ 



$vs jyj 



Just a 
few days left 
to sign u[) before 

Sl'OXSOK';, 

new rates 
go into effect. 

GUARANTEED 

RATE PROTECTION 

for all of 1960 at 
old (1957) rates 
if you enter your 
advertising contract 
before 1 A[)ril ! 



Hurry! (;all Art Hreider 
MUrray Hill 8-2772, NYC 

SPONSOR 

THE WEEKLY MAGAZINE 
^ T TV ADVERTISERS USE 

Strict, New York 17 



R. 1. . . . Henry Koupkeii, to audi- 
eiire promotion manager. WE3BM, 
Cliirago . . . James Dages, to the 
sales slalT at WWJ, Detroit . . . Ter- 
rene*' Lallcy. lo the jiromolion de- 
partment of WXy\X, Yankton, S. D. 
. . . Arnold Katinsky, promotion 
director. WIP, Philadelphia. 



REPRESENTATIVES 



Eight a<l(l!tiunal a<;eneies will 
lake part in Adam Young's latest 
Advertiser Area research project. 

The area lo be studied is Hartford. 
As in the previous areas studied 
(Tulsa. Pittsburgh), Pulse will con- 
duct the survey. 

The eight agencies are Wesley As- 
sociates. D-F-S. Warwick & Legler, 
Cohen. Dowd & Aleshire: Gever, 
Morey, Madden & Ballard; FC'&B, 
Esly. SSCB. 

Advertiser Areas ba\ e been set up 
to provide radio audience measure- 
ment based on client rather than sta- 
tion objectives. 

Edward Pctry Co. is making a 
pitch to the tire and rubber in- 
dustry in behalf of sjjot tv via a 
report dubbed "Sure Way To 
Strengthen the Fabric of Y'oiir 
Tire Sales Drive." 

According to the study, basic dif- 
ferences in lire sales potential, by 
region and market by market, point 
up the importance of a selective ap- 
proach in the use and application of 
Iv advertising. 

With spot Iv. the Petrv presenta- 
tion points out, tire advertisers, can 
apportion Iv weight according lo such 
variables as market potential and 
brand standings. 



Rej) appointments: WKDA, Nash- 
ville; KLAC. Los Angeles; and 
WCKR, Miami to Daren F. Me- 
Gavren . . . WALA-AM-TV, Mobile 
and WSAX. Allentown, Pa., lo The 
Holling Co. . . . KWTX-AM-TV, 
Waco, Tex. and KNAL, Victoria, 
Tex., to Venard, Kintoul & 3Ic- 
Connell . . . WRAW, Reading, Pa., 
lo Grant Webb & Co. . . . WOKS, 
Columbus, Ga., to The Bernard I. 
Oelis Co. for Soullieaslern rep . . . 
WSOL, Tampa, to National Time 
Sales . . . WALA-AM-TV, Mobile; 
i KXOA, Sacramento: KJOY, Stock- 



ton; and KSWO-AM-TV. Lawton. 
Okla., to Clarke Brown Co., 
Southern regional rep . . . The Gila 
Broadcasting Co. and KE\'Y, Provo, 
Utah, for West Coast representation, 
to B-N-B, Ine. Time Sales. 

Rep appointments — personnel: 
William Jones, to manager of the 
Atlanta office for the Radio Division 
of PGW; John Sias, tv v.p. of PGW, 
moves to the San Francisco office; 
and Andrew Powell and John Brig- 
ham, to the New York tv sales staff 
of PGW . . . Ronald Davis, to the 
Los Angeles tv sales staff of The Kalz 
Agency . . . Walter Dorrell. to Bos- 
ton account executive for Blair-TV 
. . . Rollin Collins, Jr., to the Chi- 
cago sales staff of Edward Petry . . . 
Bob Goldslioll, to account execu- 
tive for Radio-Tv Rejjresentalives, 
Inc. 



TV STATIONS 



The CBS TV o&o"s are the latest 
to turn the tables on the press. 

Merle Jones, who heads up this 
group as well as other CBS opera- 
lions, disclosed to Nebraska broad- 
casters at a district meeting this week 
that the oS.o's will shortly schedule a 
weekly program reviewing the press. 

(WSAI, Cincinnati, already has 
such a program. See page 40. 27 
February sfo.nsor.) 

Ideas at Work: 

• The extra day for ^voiiien: 

Two North Dakota Broadcasting Co. 
stations (KXG0-A:M-TV, Fargo i 
acknowledged Leap Year Day as 
Ladies' Day last month. Members of 
the Mrs. Jaycee Chapter of Moorhead, 
Minn, manned the radio station while 
wives of the regular announcers at 
KXGO-TV handled all announcing 
duties on the tv station. 

. Wanted: KOMO-TV. Seattle, 
has been airing on its late evening 
newscast, a feature in cooperation 
with the Sealde Police Department. 
The idea: Two or three times \\eeklv 



Spi> till SPONSOR WHE5WF-F0RTUNE 

at Uit NAB CONVENTION 
MtollW • CtnriJ Hilteii HiM • Chlcato 



WN JR 

1st in new york 
dec. negro pulse 
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While serving a single 
station market, WTHI-TV 
fulfills its public service re- 
sponsibilities in a way that 
has gained for it the appre- 
ciation and support of its 
1 entire viewing area ... a cir- 
I cumstance that must be re- 
flected in audience response 



to advertising carried. 



Five full % hours of local 
public service program- 
ming each week. 



WTHI-TV 

CHANNEL 10 CBS i ABC 

TERRE HAUTE/ 

INDIANA- '/ 



Represented Nationati, d. Boiling Co. 



Ray Eliingsen 



HOTOGRAPHY 




can give 
your 

photographic needs 
the l!nd of 
attention 
you liVe 
. . . bacVed by 
experience 
and arflsfry! 

Simply call 
Delaware 7 

or vrife fo 
12 E. Grand Ave 
Chicago 



Station shows a mug shot and airs 
a description of someone wanted by 
the police. This week the police in- 
spector wrote the station saying that 
Deadline, the newcast. was about 90^ 
effective as a deterrent for local bad 
check artists. 

Lodging a coiiiphiiiit : WIBW-TV, 

Topeka. Kans., last week aired an 
editorial against ih? iNCAA's deci- 
sion to cancel the station's tv coverage 
of the Kansas L niversity-Cincinnati 
Basketball game in the NCAA Region- 
al Tournament Finals — an event that 
was completely sold out one-week 
prior to game night. Said the station: 
The j\CAA. at the last minute, said 
it could be televised for a price 2^/2 
times higher than the previous three 
years'. "It is time for a wholesale 
investigation of the whole NCAA 
Tournament setup." the editorial con- 
cluded. 

Thisa 'ir data: KNXT, Los An- 
geles, presented its documentary Hell 
Flower to the Federal Bureau of Nar- 
cotics for use in its training school 
. . . Business note: American Air- 
lines makes its initial entry in tv 
programing via sponsorship of Sports 
Time on WGiV-TV. Chicago 
. . . Following a policv inaugurated 
last year. WTRF-TV. Wheeling. W. 
Va.. will televise all Mountaineers 
basketball games, as long as they con- 
tinue their winning ways . . . W.WZ- 
TV. Detroit, hosted some 250 agency 
media and research people during tis 
presentation of "A Week At Broad- 
cast House" — the new facihty which 
now houses ABC's o&o Detroit sta- 
tions . . . WTVT Central Florida Se- 
vere Weather Network will soon ex- 
pand its coverage westward into the 
Gulf of Mexico . . . Kinlos: Pulse. 
on \VT\'T. Tampa-St. Petersburg, se- 
lected as the best t\ news program. 
Southern states, hv Tv-Radio Mirror. 

On the personnel front: John De- 
vine, to station manager of K\ 00- 
TVTulsa . . . Ted Yates, named di- 
rector of news and public affairs for 
Metropohtan Broadcasting Corp.'s tv 
stations . . . Matthew Ponis Jr.. to 
national sales representative for 
WJB.K-TV, Detroit . . . Aaron 
Cohen, to sales development super- 
visor of "^'PIX. New York . . . John 
Medina, to account executive at 
KNTV. Sacramento. ^ 



When at the 




CONVENTION 

VISIT US 
IN 

Suite 
1000 




A. C. Nielsen Company 

Broadcast Division 

2101 Howard Street, Chicago 4S 



Meet 
DAREN F. McGAVREN Co. 

^ad/f ..yi/ic-n :y/i'jU7/-)f/i///////„ 

NEW YORK • CHICAGO • DETROIT 
SAN FRANCISCO • LOS ANGELES • SEATTLE 




FOR FACTS ABOUT NATIONAL SALES 

. . ask the man icho knows! 



at the 

EXECUTIVE HOUSE 



DARE.N' p. .McGAVREN, President 
RALPH GUILD, Executive V.P. 

N.A.B. CONVENTION 
April 3rd thru 7th 
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00 

^ t £ K L Y 
BUDGET? 




Afi VOL gei ' ,7 777 
'j.-.i- I r.pressions on a 6 ta 9 
cliedule 158,730 an a 
4 p.T-- schedule, or 
' C.4 1 yC on o 4 to 7 p.m. sched- 
jlf, A' th a higher proportion 
1 ocici J ouyers, and the lowest 
1.0 i per thausand impressions 
jr any Providence station.' 



$ 



200 




WEEKLY 
BUDGET? 



On WJAR. you'll get 394,072 
home impressions on o 6 o.m. 
to 9 a.m. schedule, 423,280 on 
a 9 a.m. to 4 p.m. schedule, or 
437,840 on a 4 p.m. to 7 p.m. 
schedule. WANT RESULTS? BUY 
ADULTS at the lowest cost per 
(k^ 'Old in the market.* 



"QUALITY IS 
WELCOME EVERYWHERE" 




WjAR rv 



PHOTO-SCRIPTS 



V III! 
i. 

I- I - 
1- . (. 



II. .u 

•t i 



till' t\ -( n 1 n un l.ar- 
a triiiiif a> will lia])| on 
.'i. i-Tar- tr\ iiiL til |>i< k u]) 

■ ii. 1 lie r.> 1 eiiL'i- 
(■•K l.i|if(| a |pr(M-{-- that 

luiRfl to Ihf i2.i-liiif 

■ ikpI jih.ili>.:;ia|'lnii!.' llif 



i" !uii . i; i- 'licking up the actual 
( It Ir !i- ii, a timed -plit— tcond. 

• \ iilicii<( re-car( h. In till fdiiiia- 
tiM- >l:i^i i- the de\ elupnicnt nf a 
I'liiiti I Ipt (^liii/ \\hi<h can he 
u^ed fc-r te-linj t\ c<lllnl:ercial^ re- 
t' iiti' II. It ( ould 1 e mailed out to 
\ie\^er^ ci> a ~ur\e\. or lie u-cd in 

(■r>.iiial inter\ ip\\.~. 

• \ ideota) c con\er-ion. The 
I'hoto-^i 1 ipt take- off of tape. too. 
and ^oinc agencie- are 1 eciiminjr to 
mak( it a companion to a ma>ter 
tape, "^ince not ton mam af:pntie> 
ha\e ta)ic recorder-. tlie\ can .-till 
-ho\\ a (omncrcial \\itli(iut a trip to 
the ta]ie hou^e. and -a\e \\ear-aiid- 
t(Mi on ta]le^ at the .-ame tiire. 

• lahnt ca>tinj;. \i:enc\ ca>tinL' 
lircftor- and talent theni-elve- are 
lurniii. to Phiito-Script>. For ca-t- 
in_ diieitor^. the\ furni-h handv, 
eionoiiiical and ea^ily--tored docu- 
II entation of e\actlv what talent did 
what commercial-, and hel|i in ca-t- 
inj: a new one without re.-ort to many 
-crecninp:>. The talent liu\.- them to 
takt around on call-, a vi-ual record 
of their work. One of L.."^. T-S'; earh 

I u-toiiier- wa.- a \oun<; actor who 
(ante in and a-ked to ha\e a Photo- 
>( rij t of an upiominsr network drama 
^h. w "l onK _(it a walk-on part." 
he c\;ilainid. 'iiut at the nioirent 
1 ni on caniera. John Gielpud i- the 
onl\ one on w'th me. ^\'at( h for me: 
1 m wiarinL' a hla/er." Thev watched 
or tather their -\ nchro camera- 
did and the actor i- now i inulatinii 
aiound Piroadwa\ with a pictorial 
rci .ird of hi- "co-.-tarrinj:'' daxs with 

'-lel^'ud. 

I he -iirnificant thins ahout Photo- 
"•i ript- i> that alnio.-t all th(> new 
u-' !- for it are heing turned up h\ 

li( nt-. It lie<;aii a- a tool to make 
.V a permanent rather than a tran.-i- 
! thiiv. to make ]io--ihlc the >tud\ 
iiif] \ ' --lud\ of t\ commercial-. What 
Ii;.- diMli.pfd. how(\er. i- an e\er- 
'■roaittmn_ field of u.-e that -hould 

o iki l\ a -till more .-alcalde medium. 
It 1 \i • pen< the door^ to educational 
I'' ^ . .^tate i- now u-iiiL' it for 

■ i-ii,il ; I aiiiin^r i ^ 




SPONSOR ASKS 

^Continued jrom p(if:e 53) 

H. Taylor Vaden, od sales promotion 
mgr.. Tf ]'/.-T\ . Hallimore, Md. 

We lielie\e in nierchandi-'ing our 
client- ad\ erti>inj.'. and are anxious 
to lend our -u])iiort. Hut don't ask 
ur to iiierchandi-e the ]iroductI W e 
can t t oiiipete — and >houldirt com- 
pete— with manufacturer-' merchan- 
di-iiig. -ale-, and |)roinotion team= 
out in the field, trained to >ell a 
-]jecific product. 

\t WJ/-r\ we'll -tart out ])> a;k- 
inpf you to let u^ help jret the client-" 
<ale- force excited o\er hi- tv cam- 



Believe in 
mercJiandisini. 
advertiser' s 
schedule, not 
his product 



jjaign. W e can. and w ill, jjut on a 
good, swin'iin' >?le> meeting at the 
station that will -how the clients' 
-ale-men how effecti\e it? tv r-ched- 
nle realK i>. W e 11 -upjjlv the ad\er- 
ti.-ei>' selling team with the material 
the\ need to sell their customer? on 
the advertising -up]iort our television 
-tation is given them. 

We'd like to talk with the clients' 
local ]ieo]ile. \\hether his product is 
handled li\ a hroker or his own sales 
team. Wed like to find out what 
proMenv- he ha- and specifically 
where we can he of helj). 

We'll coine u]i with ideas to iiii- 
]3re-- the lu\ers in this market with 
the t\ campaign. W ithin the past vear 
WJZ-TV ha- 'used hasket- of fruit, 
sponges, rockets, empty hoxes. pens 
and hammer- to tell the story of vari- 
ou- products' ad\ertising on W'JZ- 
1 \ . W e"d rather make an extra ef- 
fort to sell the three dozen men who 
buy ahout 90' < of the food and dru<; 
products sold in Haltimore on our ad- 
\ertisprs' cani])aign on \\JZ-1\' than 
to send a piece of junk mail to a list 
of .500 or l.OllO people. 
The audience promotion we do that 
has helped keep our station most 
popular in Baltimore certaiiiK has 
produced direct henefits for ever\ ad- 
\ertiser on the station. After all. 
we're selling a \ehicle to reach the 
maximum numher of people. ^ 
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Everyone's a weather-watcher! And now more watchers 
than ever are switching to WSOC-TV for the only 
radar weather service in the Carolinas. Here's more 
strength for the dynamic program structure that 
is changing audience patterns of Charlotte television. 
For America's 25th largest tv market-your best buy 
is WSOC-TV. One of the great area stations of the nation. 



wsic- 

CHARLOTTE 9-NBC and ABC. Represented by H-R 



WSOC and WSOC-TV are associated with WSB and WSB-TV, Atlanta: WHIO and WHIO-TV, Dayton 
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•RE RINGING! 

... to rciniiul Mill that 1960 
will \h- (lie hottest lialioiial 
>pot xi'.ir ill lii>loiy. And 
\sr iin-aii liolli l\ and radio! 
^'oiir caiiiiiai^ii in Sl'OX- 
SOU (he hook tarpcted al 
?|uil hiixor.-i — -will make 
your n-|) iiii^lil}- happy. 




m 



Just a 

few (lays loft 

to sip;n up before 

SPONSOR'S 

new rates 
go into eflect. 

GUARANTEED 

RATE PROTECTION 

for all of 1960 at 
olil ( 1957) rates 
if you enter your 
acKertising contracl 



before 1 April ! ^~ 

r 



») 



llurr) ! Call \r. Hreider 
MLrray Hill «-2:72. N^f. 

SPONSOR 

THE WEEKLY MAGAZINE 
v'^IO TV ADVERTISERS USE 

■ tfi Street. New York 17 



Tv and radio 
NEWSMAKERS 




William A. Wylie, director of the tv/ 
radio department at MrCann-Erickson. M-E 
Productions, this week joins Lambert X. 
Feasley as vp.. of the tx , radio deparliiieiit. 
Wylie joined Mc-E in 1955 as account 
executive. Txvo years later, he was named 
iil^^^^^ikli^ associate director of the Iv radio depart- 

^^^^^^^y^^k nient and. in 1959. director of client ser\'- 

ces. Folloxving service in W. W". II. Wylie 
joined ABC. He became manager of the netvvork's program promo- 
tion dept. in "46 and four years later, director of station relations. 

Cordon A. Hellman has formed, in Xew 
^ ork. Hellman Marketing Services, aimed 
at providing consultation and creatixe mar- 
keting services for clients in broadcasting 
and related fields. Hellman xvas fornierlx 
director of advertising and sales promotion 
at Traiiscontineiit Tv Corp. His previous 
experience in the industry included stints 
as director of sales promotion. Tv Bureau 
of Advertising: director of sales presentations. CBS TV: director of 
radio and tv presentations. K&Eaiid tv presentations xvriter. ABC TV. 

1^'. J0IKKS'TM Bruce Eells, executive v. p. of UA-TV. Inc.. 
r*"«^ \ has been named director of the ne\vly 

formed broadcast station acquisitions di- 
\isioii of United Artists Corp. Prior to 
joining I A. Eells x\as v. p. and director of 
TPA. His previous experience included 
executive positions xvith Zix- Tv Programs. 
V&R and Don Lee Broadcasting System. 
United Artists" decision to explore the 
acquisition of broadcasting stations, in whole or part. follo\\s its 
purchase, three ueeks ago. of the stock of Zi\ '\\ Programs. Inc. 

Walter H. Wright has joined Geyer. 
.Morex. Madden & Ballard as v. p. and ac- 
count executive for the Household Prod- 
ucts Division of B. T. Babbitt. The latter 
appointed G.MM&H as its agency for all 
dix isions elfectixe IJ) May. For the past 
t\\o \ears. Yi right was v. p. and account 
e\ecuti\e at Brown & Butcher. Bahhitt s 
former agencx. Prior to that, he had served 

as associate director of merchandising at Leniien & Xexvell. Earlier. 
Wrisht had been with Est\ as assistant director of iiiercliandising. 
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r^pta thiSraifMn WMEEWF-FORTUHE 
itthi NABOMVENTION 



Which TV Station is Omaha 
Nighttime Leader? 



KETV 



(BOTH THEJAN.-FEB.ARB 
AND THE FEB. NIELSEN 
SAY SO!) 



FIRST- 6 P.M. TO MIDNIGHT 

Nielsen ARB 

6 To 9 P.M. 9 P.M. To Midnight 6 P.M. To Midnight 

39% 41% 36.2% 

STATION Y 30 % 28 % 3 1 .9 % 

STATION Z 3 1 % 3 1 % 3 1 .0 % 

Sources: Jan. -Feb., 1960 Omaha Metro ARB • Feb., 1960 Omaha Metro Nielsen Station Index 

FIRST IN MOVIES 

Nielsen ARB 

yj Q average "t '/ average 

X*+.0 ™«inS 1^./ rating 

MOVIE MASTERPIECE • 9:40 To 11:15 P.M. • 6 NIGHTS PER WEEK • 4 WEEK AVERAGE 

Sources: Jan. -Feb., 1960 Omaha Metro ARB • Feb., 1960 Omaha Metro Nielsen Station Index 

Excellent Prime Time Minutes Available 
in Omaha's Highest-Rated Movies! 




ABC TELEVISION NETWORK 



Call 




OMAHA VVOiio H'.vAlD STATION 
'^'■^ Ben H. Cowc •■ ° Jenl 

Eugfie J Thop-as V P. ond Gen. Mgr. 
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frank talk t-o buyers of 
air media facilities 




The seller's viewpoint 



U here does public service ejid and entertainment begin? Can a dividing 
line be drawn? Ao. says Dan Hydrick, general manager, WHG Radio. Nor- 
folk. J a. For. "public service is a many-headed thing." Here is a strong, 
.straight foruard defense of a function that has long been a subject of con- 
troversy in the industry. Aside from Hydride's challenge to officials to 
"dig deep enough to get the real story." his statement contains a colorful and 
extremely readable description of "the myriad of community services" per- 
formed daily ''without fanfare"' by radio stations throughout the country. 




AN OPEN LETTER TO CONGRESSIONAL INVESTIGATORS 



^Tlie.-e are the days of "payola" investigations and other 
attacks on the broadcasting industry. Isolated activities by 
a few lia\'e placed us all on trial. Congressional investiga- 
tors with a layman's knowledge of broadcasting are taking 
a ^hort course on the subject by- determining its abuses. 
Rest assured the abuses will be curtailed. But perhaps 
^miietliing e\en more important will rise from the rubble 
■ if llie headlines. Somewhere along the line the public 
iiia\ hecume acquainted with the myriad of community" 
:-<TU( performed without fanfare each day by a radio 
-talii in. 

]n-\. uhai is public ser\ ice? How do vou measure it? 
H an anil, incer's witty saying makes a person smile 
whfn til U |)t r-i n hasn't much to smile about — is it a sen- 
ire.' If \ou hel|) locate a mi?sing parakeet or re-unite a 
\")\ with hi^ lii>t (liitj — how do \ve measure thii? If vou 
Mill.- an aniuniiMii as to how manv home runs Mickev 
M ntli- hit la-t year i- this in the public interest? Many 
-pr^ i( e- ne\er get on the air. Tlie hundreds of 
> e ( 1- earh day that request information on everv 
' - " I. The letters written to listeners who've 
I' '1 el| willi their particular problems. 
II'' jilain iruth, ih lugh little discussed, is that a public 
?er\ II e - being performed practically all the time the 
trai Hiiittrr i^^ on the air— and often even when it isn't. Sad 



that there is no systematic compilation of these ser\ ices. 

\rhen a newsman spends hours during a storm to find 
which roads are hazardous, his only objective is public 
safety. ^Tien he hounds public officials — sometimes in the 
face of personal abuse — he is doing it in the interest of 
the public's right to know. When he spends a sleepless 
night at the scene of a plane crash gathering facts, he seeks 
no personal glory. 

Public Service is a many-headed thing. 

It's an editorial advocating a necessary civic improve- 
ment. It's an urgent plea for blood donors. It's a descrip- 
tion of a criminal at large. It's an announcement of a 
church social. It's a ball score. It's an army recruiting 
announcement. It's getting clothing for victims of a fire. 
It's a weather forecast. It's getting a portable generator 
10 a nursing home when a storm has knocked out power. 
It's a report of traffic congestion. It's all of these e\ery 
day, and then some. 

So what is public ser\ ice? XThat yardstick will you use. 
Mr. Investigator, to measure it? Correct the abuses if 
vou \vill — but render a real service by digging deep 
enough to get the real story. It's about time this story 
were told — but even if it isn't — broadcasting's concern 
for the public interest w ill not wane. Perhaps though, you 
ha\e to "be there'' to know what I mean. ^ 
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WFBC-TV's 

CONTINUING LEADERSHIP 

in Greenville, Spartanburg & Asheville 



Facts from the latest ARB (November, 1959) 



Share of 5e1s-in-Use 

9:00 A.M. to Midnight, Sunday through Saturdoy 



Again, as in every major survey, the 
rotings show WFBC-TV's dominonce 
in its service area. Only "The Giant" 
can give you maximum coverage in 
the metropolitan areas of all three . . . 
Greenville, Spartonburg ond Ashe- 

' ^C'^^ 



GREENVILLE 

METROPOLITAN 

AREA 

Largest in 
the Market 



WFBC-TV 



I Sta. "B" 



Sta. "C" 




GREENVILLE- 
SPARTANBURG 
METROPOLITAN 
AREAS COMBINED 

"Heart of the 
Market" 



GREENVILLE- 
SPARTANBURG- 
ASHEVILLE 
METROPOLITAN 
AREAS COMBINED 




WFBC-TV 
Sta. "B" 
Sta. "C" 



42.1 
21.2 
27.2 

37.0 
21.5 
28.5 

34.7 
29.5 
21.6 



Average Quarter Hour ''Homes Reached" 



GREENVILLE- WFBC-TV ^^QQTQ 

SPARTANBURG- 

ASHEVILLE Sta. "B" ^EEIE^ 

METROPOLITAN ^ 

AREAS COMBINED jta. "C" 
From 6:00 p.m. fo Mid- 
night, Sundoy through 
Saturday 

For complete informat/on about this Gianf Mar- 
ket, and for Rafes and Availabilities, we invite 
you fo contacf our National Representatives 

AVERY-KNODEL, INC. 



Channel 4 

WFBC-TV 

Greenville, S. C. 
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More about that Fourth Network 

\.n>l week, in lliis ~pace. we coinnieiitcd on the recent sug- 
iiotioii 1)\ Walter Lippninnn for a fonitli, non-commercial iv 
iielwork. dedicated to cultural and public service programs. 

Now nlong comes Mr<. Clare Bootlie Luce (in the April is- 
sue of McCnlTs magazine) with Part II of her anti-tv diatribe 
and a similar fourth network proposal. 

\\V don't iniend lo >pend any more time dissecting Mrs. 
Luce".- prosc ?tyle and criiical standards (see "Commercial 
Counncntar) 12 March), nor do we have space here to chal- 
lenge -ome of her more fantastic misstatements about the tv 
indn^lry. (Read ihsni if you want to make your blood boil.) 

Uul we do want to call attention to her insistence that "Con- 
gre-.- has two choices." It must "either fix responsibility on 
liie networks for balanced programs based on the ratings," 
or "ihe governmenl itself must provide a channel for decent 
i nielli genl entertainment." 

Mrs. Luce is passionately vague as to just how one achieves 
"i)alanced programing based on the ratings" but her alterna- 
tive is eertaiidy specific. 

As we said last ^veek, we believe that fourth network talk 
is i)oun(l lo increase in certain quarters, and we believe that 
ihe industry must be i)repared to answer it vigorously. 

The idea of a network devoted solely to cultural and pub- 
lic service i)rograms, and free of advertising, has a great fas- 
ciiialion for many intellectuals and emotionalists who have no 
real working knowledge of the medium, and no practical 
sense of economics. 

Such a uelwork, of course, would be excessively expensive; 
ils costs would ultimately have to i)e borne by the public 
and its (•hani;es of program mediocrity and boredom would 
be very greal. 

.Such cousiderafions, however, make little difference to 
iinl-licaded U crilic- who are raising the fourth network cry 
ith increasing stridency. Tv broadcasters and advertisers 
'1(1 make plans now for combating this potential-danger. 

TH!S WE FIGHT FOR: Continuing improve- 
lurnt ill raiio and tv programing. The industry 
cannot afford to he complaisant about the 
present program achievements, however high. 




lO-SECOND SPOTS 

Fast: An adman ^^ent into the Men's 
Bar at the \^'aklorf, ordered two 
martinis. He sipped ahernately from 
both glasses. "\\'h\ didn't you just let 
me mix you a double?" asked the 
bartender. 

''I don't like to drink alone," the 
adman said. "The guy who used to 
be my drinking buddy got a job with 
a San Francisco agency, so 1 drink 
this other martini like he's here \vilh 
me." 

It became a regular after-work 
ritual with the adman, the two mar- 
tinis. And the bartender catered to 
the whim. Then the other night, the 
adman ordered onl) one martini. 

"What happened to your friend in 
San Francisco?" asked the bartender. 

"Oh, this is his drink I'm having," 
the adman replied. "Me, I'm off the 
stuff for Lent." 

Definition: Making the rounds just 
now is this definition of a "bore" — 
A Texan who went to Harvard and 
now works at Mc-E. 

Fraternization: Robert Lawrence 
Productions, NYC tv commercial 
studios, has opened its executive 
dining room and cocktail bar to 
actors, actresses and models as a 
sort of talent showcase for agency 
and client admen. Lunch hours ivill 
now be known as "The Cheesecake 
Break." 

There'll always be a Dixie: To pro- 
mote its new UAA cartoon strip, Bugs 
Bunny, WAGA-TV, Atlanta, got itself 
a live rabbit, held a contest for 
naming him. Winning name: Rabbit 
E. Lee. 

Tiger, tiger: Gray & Rogers, Phila- 
delphia and Newark ad agency, 
needed a marketing/merchandising 
man, ran a newspaper ad headed, 
"Tiger Wanted. ' One applicant an- 
swered simply, "Grr," followed it 
with another letter that said, "Purr." 
That tiger is bucking for stripes. 

Modern times: Sign on coffee 
vending machine in ad agency — 
CREDIT CARDS ACCEPTED.— 
Frank Hughes. 

Summing up: Jim Keen, tv salesman 
for WISH-TV, Indianapolis, comes 
up ^vith this category for ABC TV's 
The Vikings — "A Norse Opera." 
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ORDER YOUR OWN 
PERSONAL COPY OF 

SPONSOR 

SENT TO YOUR 
HOME 




IF you're getting your copy by way of the roui- 
iiij;- slip you're probably jietting it late. If you 
can't lind time at the office to read SPONSOR 
properly then do what many of our other read- 
ers do, order your own personal copy mailed 
to your home. 

Duu't wait for a pass along copy . . . pages 
clii)ped out . . . dog-eared . . . weeks late. Keep 
posted, and really on top of the significant news, 
trends, and problems of the week, by regularly 
reading the one book tailor-made for radio/tv 
buying. 

Keep up-to-the-minute on tv/radio develoj)- 
nients by entering your own subscrii)tioii, and 
having SPONSOR sent to your home where 
you can read it at your leisure. 

MAIL THIS HANDY CARD TODAY L 

we'll take it from there, and bill von later. r 
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GOT A RADIO/TV 
I QUERY? 




CALL 
MU 8-277: 
OR 



^MAIL THIS CARD! 



Our Ikcaders' Service Department is ready and 
easrer to assist yon. This is one of the many 
services avaihnble to yon with your subscrip- 
tion to SPONSOR. 

This department is maintained to help furnish 
subscribers with detailed and useful informa- 
tion on every phase of radio/tv advertising: 
culled from the pases of SPONSOR and other 
'sources. Thi.=: department maintains a complete 
index of all the articles published by SPONSOR 
together witli an updated research file of indns- 
trv statistics. 



REPRINTS? BACK COPIES? i; -i-^ 

Service will do its best to assist you with your 
needs at economical cost. 



Next time you have a quo.-^tion. irive us a call, 
or jot down your recpiest on the attached card. 
A Readers' Service representative will be ijlad 
to help you. 




MADISON 

WISCONSIN 



ROCKFORD 

I LLINOIS 



-1 + 1 = 



MADISON and ROCKFORD, TOOl 

For the wise buyer it's a case of simple arithmetic 
because channel 3 of?ers coverage of the basic Madison- 
Southern Wisconsin Market ... plus the Rockford-North- 
ern Illinois Market. The reason . . . Channel 3 is primary 
CBS for both markets. 



■/... 



MAD I SON. Wise 



ted Norronolly by 
Pelerj, Griffin, Woodword, Inc. 



